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Does this shoe fit you? 


In spite of a very marked general upturn in 
sales volume and profits for the past year, 
there are a great number of retail shoe dealers 
whose business has failed to keep pace with 
the upward trend and who are no more than 
holding their own. 


If you know that the quality of your merchan- 
dise is as high as your competitors’, your prices 
in line, your location equally good, but yet you 
are not enjoying the sales volume that you 
should be getting—stop and analyze your 
store layout and display equipment. 


Modernization is sweeping the country and is 
having a marked effect on the design and 
appearance of retail stores of every type and 
size. If you have let your store grow old- 
fashioned, drab, colorless and uninviting., you 
have been needlessly handicapping your 
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Tue Hus, Crrcaco. Suoe Dept. 
4 recent Grand Rapids installation 


business success. We say “needlessly” because 
the cost of a modernization program is so small 
in comparison to the benefits to be derived. We 
have letters in our files, many of them, report- 
ing immediate and marked increases in sales 
volume and profits, some of them as high as 
forty and fifty per cent, following a moderniza- 
tion of the store. 


For a third of a century, we have been 
engaged in “planning stores for more profit.” 
In every state in the Union, in large towns and 
small, are Grand Rapids planned and equipped 
shoe stores that have kept up-to-date in their 
methods of display and who have enjoyed 
their share of better business. 


Why not write us now for information on our 
store planning service and equipment? There 
is no obligation incurred. The coupon is for 
your convenience. 





MAIL THIS COUPON TODAY 





GRAND RAPIDS STORE 

EQUIPMENT COMPANY 

Main Offices and Factories: 
Grand Rapids, Michigan 


Branch Offices and Representatives in Principal Cities City 


Grand Rapids Store Equipment Co. B-5 
Grand Rapids, Michigan 

Please send us further information on your 
Store Planning Service and Equipment. 
Address 


State 


Name. 
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VOICE of the TRADE 


WYBAPIITY 


* * * 


WALTER WINCHELL gives a 
portrait of a friend: His love for 
you is Tops when you're at the 
Bottom. . . . He looks you up when 
the rest of the world looks down 
on you. ... He lets you step on 
his toes to help you get on your 
feet. . . . He shows you the mean- 
ing of friendship—not the mean- 
ness of it. . . . He shoots straight 
with you—not at you. . .. He 
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knows most of your faults—and 
cares least... . When you’re wrong 
he tells it to you—not to the rest 
of the world. . . . He doesn’t com- 
plain when you neglect him—but 
beefs when you neglect yourself. 
... When you flop—he never splits 
with you—except what he has. . . 

When you achieve success—all he 
wants of it—is to know of it... . 
He lets you worry him more than 
his enemies do. . . . He is your best 
press-agent because he doesn’t have 
to be paid to boost you. . . . He 
works his fingers to the bone to 
give you a hand. . . . His friend- 
ship is the kind you can’t lose— 


even when you deserve to... . He 
stands behind you when you're 
taking bows—and beside you when 
you're taking boos. 


* * *% 


*SMMANUFACTURERS are 
changing the styles of their staples 
and semi-staples much too often,” 
believes Burr Dace of the College 
Boot Shops, Los Angeles. 
“Dealers know they have many 
staple patterns which are salable 
year after year, yet the factories 
feel they must change these shoes 
in some way. A great many peo- 
ple, even women, are complaining 
they cannot get the same shoe they 
previously bought. Many young 
girls want new and pretty shoes 
in their novelties. They also want 
plenty of good backbone styles— 
say sport shoes they have worn 
and will wear another season. It 





is also well-known that a large 
group of retailers and manufac- 
turers cut the life out of their 
Summer shoes much too early. 
Just because a possible ten per 
cent of the trade wants to rush 
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seasons through showing styles too 
early for the trade to appreciate 
and then killing the business by 
having closing-out sales at the 
height of the season, is no reason 
why we should all follow like 
sheep. Why kill eighty-five per 
cent of our stocks by closing out 
the white shoes too early?” 


% % * 


THREE world - wide travelers 
should be brought together. What 
a glorious exchange of shoe ex- 


periences would be made possible 
if we could get them to reminisce. 

John H. Connor, senior vice- 
president of the United Shoe Ma- 
chinery Corporation—82 years of 
age and just back from another 
world-wide jaunt and his 166th 
crossing of the Atlantic. On his 
80th birthday he was presented 
with a globe on a beautiful ma- 
hogany standard. In a pause, in 
the midst of the presentation 
speech, some voice in the _back- 
ground, in a loud whisper, said: 
“Why did they ever give him a 
globe. He'll find some spot on it 
where he has never been before 








and be off to it.” This grand old 
ambassador of American shoemak- 
ing has done more than any living 
man to spread the word of good 
shoes the world over. 

The second member of the tri- 
angle is H. J. Bostock, chairman 
of the board of Lotus, Ltd., Staf- 
ford, England, who returned from 
South Africa a month ago, and 
told us: 

“The frontiers of the world are 
still open. The activity of Jo- 
hannesburg is amazing and the 
only parallel to its growth is the 
development of some of your own 
cities in the West. Fifty years ago, 
like Vancouver, it was a waste 
land. Today it is one of the most 
thriving cities in the world—pos- 
sessing many splendid buildings 
and actively considering further 
schemes for development. 

The trio is complete when you 
add Fred L. Emerson, president of 
Dunn McCarthy Company, Au- 
burn, Maine—te first round-the- 
world air passenger, who flew with 
speed and certainty, encircling the 
world in the modern manner. 

Travel dust is in their shoes 
these many years. They have made 
international friendships and every- 
where have indicated that shoes are 
the best emblem of the improving 
civilization of the world. 


* * * 


LOUIS H. HAMEL, head of the 
L. H. Hamel Leather Co. of Haver- 


hill, tanners of sheep, started in 






the leather trade when 17, and 
with a capital of about $100 plus 
the skill and courage that he had 
gained in the school of experience. 

Mr. Hamel came to Haverhill 
from his native town of Exeter. 
N. H., went to school in Haverhil! 
and after school he sold ice cream 
and candy in the shoe factories. 
That’s how he got his first knowl- 
edge of shoemaking. Later, or when 
he was 14, he left school and went 
to work in the shoe shops. On 
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TWYEFFORT ON CLOTHES 








— "Clothes are man’s most immedi- 
ate and most important environ- 
ment," says Raymond G. Twy- 
effort. 


—And Mr. Twyeffort, an outstand- 
ing authority on men's fashions, 
knows what he's talking about. 


—He forecasts "a tremendous de- 
mand" for lighter-weight clothes, 
including hats and shoes, for Sum- 
mer weather wear. 

—He opines that these new fashion 
trends are in harmony with an 
air-conditioned-conscious public. 


—It's his thought that this new era 
of air-conditioning in homes and 
public buildings, and porosity in 
clothes and shoes, presages an 
active and profitable Spring and 
Summer business for retail mer- 
chants, \ 


—And we of the Recorder staff ven- 
ture the prophecy that 1936 will 
be one of the best men's shoe 
years of all times— 


— .. . for those merchants who 
sense trends and are quick on the 
trigger to promote and to 
satisfy demand. 


Zc 6 Te 


President 





weekends and holidays he carried 
on his ice cream and candy busi- 
ness in the parks. That’s how he 
got his first $100, or almost so, for 
he was lacking a few dollars of 
the century mark on the cash ac- 
count when he made his first ven- 
ture in leather. 

This first business of buying 
leather remnants, and cutting them 
up for shoe trimmings, showed a 
profit, and such other results as 
to encourage Louis Hamel, and his 
brother, Arthur, to start to tan 
sheep skins. Along in 1921, the 
brothers leased a small tannery on 
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Hancock Street, Peabody, Mass., 
and something of a run-down tan- 
nery, too. Nevertheless, they suc- 
ceeded in making in it sheep leather 
which they sold at a profit, and 
which gained such a reputation in 
the markets that they desired to 
make more of it. 

So they moved the business to 
Haverhill, where it now occupies 
about 200,000 feet af floor space, 
and the company is incorporated 
with a capital of $500,000, and 
sells its products all over this 
country and abroad, and _ that’s 
quite a step up from an investment 
of less than $100. But, then, there 
was the skill and courage as 
learned in the school of experi- 
ence, 

* * * 
THIRTY-FIVE THOUSAND miles 
around the world is the travel ob- 
jective of Mrs. D. W. Landon, wife 
of the treasurer of the Scholl Mfg. 
Co., Inc. When last heard from, she 
had completed a 200-mile tour 
through Tibet and the Himalayan 
Mountains. All over the world she 
has been fascinated by the scope of 
the Dr. Scholl organization. 

At Rio de Janeiro, on the first leg 
of her journey, she was met at the 
pier by Mr. and Mrs. Rodriguez, 
manager of the South American 
branches of the Scholl organization. 

Crossing the ocean then, she was 
greeted at Capetown by the manager 
of the Dr. Scholl shop there—like- 
wise she was greeted by the manager 
of the Dr. Scholl’s shop in Johannes- 
















burg and in ever so many large 
cities on all five continents. 

She never realized how far-flung 
into the remotest corners of the 
earth was the Dr. Scholl organiza- 
tion, so frequently referred to as the 
world’s Foot Comfort Headquarters. 


MIAX LACKNER, shoe buyer for 
the May Company of Denver, Colo., 


says: 


“At the beginning of this season 
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we promoted grays and carrots vig- 
orously, urging women to wear 
them as contrasting colors with cos- 
tumes of blue, gray and other 
colors. We thought they would buy 
these colors as an extra pair, and I 
believe most other shoe dealers 
thought of these colors as extra 
sales. 

“But we found it worked out dif- 
ferently. Women would say, ‘If I 
can wear this color with anything, 
then this one pair will be enough.’ 
So we changed our policy and put 
more pressure behind the blues, 
then after the blue pair is sold is 
the time to bring out the lighter 
color to wear as a contrast. 





“The facts are that for years 
Denver women have been matching 
colors, blue with blue, gray with 
gray, and so on. I see no reason for 
dumping that habit overboard. I 
still think we will do better to sell 
the matching shoe as the basic 
style, then let the contrasting color 
come into the picture as a highlight 
—something extra. 

“Another thing. When we bought 
our early Spring shoes last No- 
vember, everybody—on the advice 
of the style people—bought some- 
thing like 60 per cent blues. Then 
by the time those shoes came in 
these same people were putting all 
their publicity behind contrasting 
color for shoes and accessories. 
That’s not right. When a certain 
color program is decided on in No- 
vember—and we buy shoes accord- 
ing to that program—then when 
Spring comes ’round the style peo- 
ple should push that same color 
program through their newspaper 
and magazine promotions. If they 
don’t, we buyers are going to lose 
our faith in these style meetings. 

“That’s what these style meetings 
are for, to give buyers confidence 
so they will place future orders. I 
am in favor of that policy. Almost 
everyone has tried the policy of 


ordering a lot of styles lightly, then 
when the selling season opens shoot 
in rush orders on the styles which 
look best. 

“On make-up shoes that’s a hard 
game to beat. The manufacturer 
promises three-week delivery, but 
we all know it runs five or six 
weeks before the shoes arrive. By 
that time the old ones are all shot, 
the new ones are not a complete run 
of sizes, and the boys have trans- 
ferred their interest to other styles. 
So, too often they wind up in the 
P. M.’s. 

“For this Spring I ordered more 
heavily in November than usual 
with two ideas in mind. First, on 
the styles which proved really good 
we would have a good supply of 
sizes. Second, on the poorer styles 
we would have more time to get out 
from under than we would have if 
they came in later. In other words, 
we are bound to make some mis- 
takes. But we'll lose less on the 
wrong thing that came in early than 
on the right thing which came in 
too late. 

“But the point is this: Ordering 
early is too dangerous unless we 
have confidence that the style peo- 
ple will carry through their orig- 
inal program on which we base our 
buying.” 

* * * 
LL. B. EMERSON, advertising 
manager of Orthopedic Shoes, In- 
corporated, says: 

“J devoured the Recorper last 
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night, and I find it difficult to tell 
you how much I enjoyed your 
editorial to the effect that a suc- 
cessful shoe store cannot carry 
everything. You certainly were 


right to the point and there is a 
lesson in that editorial, that should 
be applied to most retail stores. 
I hope they take it to heart.” 


* * * 


AN invitation sheet measuring 24 
x 18 inches was sent out by Lou 
Pollock on the “Opening of a 
New, a Larger, a Finer Pollock’s 
in Greensboro, S. C.” 

“Pollock’s invites you to attend 
the Preview and Official Opening 
of This New Store. They tell us 
it is one of the finest in America. 
We hope it is, because we feel that 
the best is none too good for our 
thousands of friends of this com- 
munity whose kind patronage has 
made this new edifice possible. 
And, as we dedicate this new store 
to our patrons, we pledge to them 
a continuance of the policies of 
Style, Quality, Value and Service 
which, we believe, has played such 
a large part in our great growth 
and success in Greensboro. 

“I would consider it an honor 
to have you with us Thursday 
night or Friday of this week. 


(signed ) Lou Pollock.” 


The entire sheet was printed in 
gold and black and it is indeed 


a startling, attention-arresting an- 
nouncement. 





"Certainly eye impressions are selling impressions—but not the way Jones does it.” 
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No Summer Slump 


A “SLUMPLESS SUMMER” is a great thing, for 
without that dull dip into unemployment in June, 
July and August, the purchasing power of a nation 
holds to a level that means good business at retail, 
good factory employment and good work generally 
the country over. Predictions to the effect that we 
will have no Summer slump have been made early 


this season. One of the first to venture this forecast 


was John Guernsey, editor of the Retail Ledger, who 
spoke before the Middle Atlantic Shoe Retailers’ As- 
sociation gathering in February with the theme, “No 
Summer Slump This Year.” He said in part: 

“Our carefully compiled forecasts indicate that 
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there will be a slight recession in prices during the 
first five months of 1936, a stiffening in June and 
the first half of July and immediately a sharp rise, 
with the trend steadily upward throughout the months 
of August, September, October and November. 

“Probably late in November there will be a sudden 
halt in the price advance, and for the balance of 1936 
the trend will be somewhat downward. This down 
swing will continue through the Summer of 1937, 
which may witness a Summer slump. But assuredly 
there will be ‘no Summer slump’ in 1936. 

“The general trend does not mean, of course, that 
all commodities will move as indicated. But you can 
count on it that prices generally will be steady or 
slightly soft until June and sharply upward there- 
after. 

“Our advice is to buy moderately until about May, 
heavily for four or five months’ needs about June, 
and be content with no more than normal stocks when 
December rolls around. Do that and you will make 
more profit this year than you have made since 1928.” 

There are other factors of real significance to the 


retailing end of business. Shortly after June 15, pay- 
ment of the soldiers’ bonus will be made and the 
amount of money made available by bonus payments 
is equal to about 9 per cent of the total net retail 
sales in 1935. Not that all the money that comes to 
the veterans through the bonus will be spent at retail, 
but the Veterans Bureau itself indicates that 65 per 
cent of the former disbursements went for personal 
and family needs—clothing, house furnishings, food 
and other consumer commodities. 

John Guernsey furthermore states: 

“In New England, the payments will amount to 
about 15 per cent of the total net sales in 1933; in 





BOOT AND SHOE RECORDER, May 2, 1936 


In SHOES 


Indication points to strong purchasing power—bonus 


money—wage envelopes and low travel rates— 


all factors to speed the pace of sales and profits 


the Middle Atlantic states about 15 per cent; in the 
East North Central about 13 per cent; in the West 
North Central about 12 per cent; in the South At- 
lantic about 11 per cent; in the East South Central 
about 9 per cent; in the West South Central about 12 
per cent; in the Mountain states about 11 per cent; 
and in the Pacific Coast states about 12 per cent. 

“The amount now payable to veterans on their ad- 
justed-service certificates will total about $2,491,000,- 
000. This total includes the entire amount due on all 
certificates, less loans. Interest on loans after the year 
1931 is cancelled. 

“Payment will be made with bonds of $50.00 de- 


nomination, dated June 15, 1936, and maturing June 
15, 1945. The bonds will be cashable at any Post 
Office, or other designated governmental agency, after 
June 15 next, or as soon thereafter as they can be 
issued. 

“It is estimated that not more than $1,250,000,000 
of the ‘baby’ bonds will be cashed during the next 
fiscal year. Thousands of veterans will hold their 
bonds as an investment. Approximately 500,000 have 
never borrowed on their present certificates. 

“All kinds of business will benefit from the pay- 
ments, but retailers in the personal apparel and home- 
wares fields stand to gain most. 


“The Legion tabulations show that veterans will re- 
ceive an average of $565.17 each. Members of the 
Legion will receive an average of $637.77 each. The 
survey reveals that 558,689 veterans will spend an 
average of $109.38, or a total of $61,102,000 for fur- 
niture; 206,456 will spend $9,962,000 for new car- 
pets and rugs, and 511,752 will spend $45,491,700 
for other home furnishings. 

“Household appliances and equipment will . also 
share in the expenditures. The survey shows that 
175,413 veterans plan to spend $21,234,000 for elec- 
tric or gas refrigerators; 59,685 will pay $9,037,000 
for oil or gas furnaces, and 153,062 will buy new 
1adios at a cost of $8,716,000. 

“For suits and overcoats, 914,978 veterans will 
spend a total of $34,625,000. In addition to suits and 
overcoats, the survey indicates that 401,653 veterans 
will spend $3,048,000 for shirts; 471,024 will spend 
$3,382,000 for shoes; 356,620 will spend $1,678,000 
for hats, and 493,387 will spend $8,709,000 for socks, 
ties, underwear and other men’s furnishings. 

[TURN TO PAGE 52, PLEASE] 
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ALL through the fashion industries, there’s a new opti- 
mism and a new initiative being shown about Summer 
business. Merchants are determined not to let the 
selling season come to a dead-end before the Fourth of 
July fire-crackers have even been lit. Plans are going 
forward to keep fashion promotions popping all 
through the Summer. 

Stockings share in this new Summer excitement. 
Instead of carrying a couple of sun tans and letting it 
go at that, smart stores see that there’s news in Summer 
hosiery, and that women can be sold lots of new stock- 
ings to round out Summer wardrobes. 


The cut - out - of - wood 
clown, with his skipping 
rope strung with bright 
socks, is a new fixture de- 
veloped by Brown Durrell 
for showing children's 
Anklets and Culottes merchandise. 


A Summer item that will be more important than 


ever is the anklet. It was amazing to us last year to 
see how few shoe store hosiery departments appreciated 
the extra business that socks could bring. This year 
the culotte, or divided skirt costume, is going to com- 
pete very actively with sports dresses for country 


because certain foot sizes always sell best in each length 
and there is very little duplication except in the most 
popular 91% size. 


The Copper Tenes Hace It 


wear. And the culotte cries out for the informality and 
comfort of socks. Anklets, besides, lend themselves so 
beautifully to the touches of color that belong in a 
1936 Summer ,wardrobe. Anklets in solid colors or 
with striped cuffs belong right up front on hosiery 
counters. The trend this years is to intense pastels 


The color story for Summer carries on lighter 
versions the Spring demand for coppery casts. There 
[TURN TO PAGE 53, PLEASE] 


rather than the paler colors, while the Lastex cuff that 
holds up the top snugly is a very important selling 
feature. 


Stockings Go to Lengths 


Knee-length stockings are also increasing every 
Summer season. They also fit into the new culotte 
fashion. They are selling fast in weights for day and 
weights for evening, too. 

Another hosiery type that has wider acceptance is 
the 3-length stocking. Many more mills are going into 
it and many more stores are stocking it. While this 
idea has its appeal all around the calendar, it is 
especially apropos in the Summer. Warm weather is 
the time when too-long stockings that have to be folded 
over seem especially hot and bulky, while stockings 
that are too short wear out faster under the strain of 
Summer activity. 

If intelligently merchandised, the carrying of 
3-length stockings adds little to stock complications 


Phoenix call their knee-length stock- 

ings 'Hosies'' and are one of several 

mills who find an increasing demand 
for this Summer item. 





How Air 


RICH'S 


WHEN Mark Twain said, “Everybody is always talk- 
ing about the weather, but nobody ever does anything 
about it,” -he was a humorist, not a soothsayer. In 
Mark’s day merchants with an eye to the comfort of 
their patrons, furnished oatmeal water to drink to keep 
them cool on hot days, and passed out fans. Later they 
installed electric fans, but all these temporary expedi- 
ents compare about as favorably with modern air con- 
ditioning as the first steam engine set alongside the 
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Conditioning Helps 





WASHINGTON, D. C. 


modern stream-lined air-cooled aluminum-body train. 

Throughout history, the business that has not changed 
with the times has been doomed. Business establish- 
ments which have succeeded and grown with the years 
have constantly kept up to date. The atmosphere of the 
store has to be kept in mind with but one thought—cus- 
tomer service. 

Today, air-conditioning is revolutionizing all busi- 
ness and practically does away with the Summer slump. 
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SELL 
SHOES 


by 


FRED E. KUNKEL 


Herbert J. Rich summarizes the benefits and 


advantages of air-conditioning as follows: 

1—The store is more comfortable, cozy, inviting. 
2—The atmosphere is much better, more restful. 
3—It improves working and selling conditions. 


4—It leads to consumer receptiveness so the unit of sale 
is greatly increased. 

5—It builds good will and prestige. 

6—It means cleaner merchandise and less spoliage. 

7—Sales clerks are pleasanter, more agreeable, less ir- 
ritable; so are customers. 

8—It eliminates cleaning bills and forced mark downs 
because of soilage, or the returned goods evil. 

9—I+ means higher efficiency- for the sales and office 
force, fewer mistakes. 

10—It irons out seasonal differences in the traffic level. 

11—Patrons remain longer in the store; they like to come, 
linger and shop a while. 


12—On sale days it makes bargain hunting a pleasure 
instead of a hurried job. 


13—Women no longer dread the ordeal of going into a 
store in the summer time. 

14—I+ enables you to prolong the summer buying season 
and to keep stocks up until later in the year than 
heretofore, thereby avoiding early clearance sales. 

15—I+ produces an excellent advertising theme. 


The public appreciates it because it produces summer 
comfort. Customers may not say so in words, but they 
simply go to a place which is air-cooled and comfort- 
able, and often walk several blocks out of their way to 
attain shopping comfort. 

The word that your place of business is air-cooled, 
spreads rapidly, and this word of mouth advertising, 
which is the most valuable of all forms of publicity, 
and the least expensive, attracts and brings in new 
business. 

Thus, you keep your old customers coming to you 
regularly and you also get many new customers, who 
forsake your less far-sighted competitors. If your are 
air-conditioned, they will not pass you by to seek com- 
fort elsewhere, but step inside. When they are in, in- 
stead of burrying to get their purchase over with, be- 
cause it is hot, sticky and uncomfortable, they stay and 
linger on, for it is cooler in your store than on the out- 
side, and while they tarry they buy more. 

Today, merchants no longer depend upon psychology 
to make their customers comfortable. They spend much 
more, it is true than on oatmeal and water and fans, to 
give their patrons synthetically cooled and dehumidified 
climatization in their stores, but the investment has paid 
nice dividends. It has increased business, augmented 
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turnover, and so boosted profits. Patrons in a crowded 
store are not irritable and the clerks are not, due to the 
comfort of air-conditioning. People are not dripping 
wet with perspiration and they will wait around, look- 
ing for something else to amuse or interest them, so 
that they are willing to wait their turn to be waited upon. 
They are not so exacting or difficult to please, because 
they are in a better frame of mind. 

Thoughtful business men no longer bake their cus- 
tomers in ovens. They cannot afford to. People flock 
to air-conditioned places. And with new air-condi- 
tioned places popping up right and left, it’s getting so 
people just won’t stand for being packed in an oven any 
more. You can’t blame them. Why should they patron- 
ize the hot spots when it does not cost them a thing to 
shop in cool-weather comfort. 

It is really expensive to be old-fashioned today in 
business, because the shoe merchant who installs air- 
conditioning really lets his competitors pay for it, while 
not many years hence, the stores without such equip- 
ment will be obsolete. . 

Air-conditioning is just as essential in merchandising 
as show windows, a good lighting system or attractive 
interior appointments. Air-cooling the lobby of a deep 

[TURN TO PAGE 46, PLEASE] 





4 EVEN though the weather 
may still cool your 
windows should begin to have 
a@ summery appearance, which 
probably means that you need 
new backgrounds or panels. 
How about a golf shoe window 
for this week featuring golf and 
other active sport footwear. 


os YOU'LL probably run a 
style ad in tonight's pa- 
pers. Liven it up by talking 
about “Advance Summer 
Styles," for that's what those 
newcomers to your stock are. 
Use of large space is not justi- 
fied, but attractive ads can be 
planned in small space. 


12 YOU are not justified in 
spending much money 
on mailings at this time, but a 
postal card illustrating one 
of your attractive popularly 
priced styles, with a very few 
words of copy, will not cost 
much and will help bring cus- 
tomers in. 
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THE RETAIL 


Good Shoes Deserve Good Sales Promotion 


1 START the month with a 
good week-end business. 
Undoubtedly you have some 
odd lots or slow sellers you 
want to move. Mark them 
down, then feature them as 
Saturday Specials in your ad 
in tonight's papers. Display 
them in the windows too. 


5 IT won't be long until 

graduation time. Have 
you a stock of graduation 
footwear? And what have you 
done about securing the local 
school's list of graduates so 
that you can write them? This 
should be taken care of at once 
and letters sent out. 


9 HOW'S the parking situa- 

tion in your town? Bad? 
It is in a good many towns. 
And in some of those towns 
enterprising merchants have 
banded together to fix up a 
vacant lot or two as parking 
space for their customers. Does 
this give you an idea? 


13 WHEN you make your 

check of stocks today 
compare that list of your turn- 
killers which you made up a 
week aqo, with the stock con- 
dition today and see if you 
have made any progress. You 
should begin to reduce your 
stock investment this month. 


9 HAVE you a display table 

of anklets? It's time to 
start pushing them. And be 
sure you have a special counter 
display of hosiery today. Get 
that "plus" volume from foot- 
wear customers! What special 
effort are you making to sell 
golf shoes? 


6 IF you've been letting 
down a little on that 
weekly stock check start May 
off with a thorough going over 
of your stock that will turn up 
every little odd lot, and every 
shelf warmer you own. Make a 
list of these and then DO 
SOMETHING about them! 


14 IF you're going to stage 

@ campaign on men's 
“Summerweight" shoes, it 
should begin this Saturday, or 
certainly not later than next 
Saturday. This calls for a mail- 
ing, a special window and a 
series of newspaper ads. And 
it will HELP your sales. 


7 HOT weather will be here 

before you know it. Will 
you be ready for it, with the 
electric fans cleaned and oiled, 
ready to whirr? And how about 
the heating plant, does it need 
repairs? Summer is the time 
to give it a thorough inspec- 
tion. 


11 TIME to change window 

displays again. Shoe win- 
dows are difficult to trim in an 
original way. And_ they're 
pretty dull when done in the 
same old fashion. What can 
you do to make yours differ- 
ent? How about securing pho- 
tos of interesting local events? 


15 IF you're going to stage 
a "'Summerweight" cam- 
paign that should be the fea- 
ture of tonight's ad for Satur- 
day selling. And it's a subject 
that can be developed into a 
strong ad. Remember, you're 
selling COMFORT and it's an 
easy subject to talk about. 
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CALENDAR for MAY 


A Werking Schedule for Busy Merchants 


16 A "SUMMERWEIGHT" 
campaign calls for a 
good window display too. Not 
just a well arranged group of 
shoes, but a display that sells 
the IDEA! How are you going 
to put it over? And your Satur- 
day window should have a 
good hosiery showing, too. 


20 THE day for that weekly 

check of stocks. And 
when it seems to be a big job 
to do every week, just remem- 
ber how much more of a job it 
is to get rid of overstocks in a 
seasonal clearance. A good job 
of stock checking prevents 
clearance losses. 


98 JUNE will be a good 

hosiery month. Have 
you plenty of the wanted Sum- 
mer shades, in all sizes? If not 
you had better get an order 
off today. Have several table 
displays of hosiery, bags, etc., 
today and tomorrow, just as 
you do on Saturday, 


91 WHAT can you do to 
bring more people into 
your store? How about mak- 
ing it the downtown ticket of- 
fice for the local baseball 
club? How about selling golf 
balls? There are plenty of 
things you CAN do. Give some 
thought to the matter. 


95 WHITE footwear for 

graduation, and style 
footwear for the Memorial Day 
holiday are the two lines to be 
featured in this week's windows. 
And be sure that your display 
cards are good ones that really 
SELL. Have a display of 


hosiery, of course. 


29 PUT an appropriate 
Memorial Day display in 
your window tonight before 
you leave the store. And ar- 
range stock for a Nafional 
Sport Shoe Week trim that can 
be put in its place tomorrow 
night, so that your window 
space will be WORKING all 
day Sunday. 


18 YOUR "Summerweight" 

window should remain in 
place all this week, and then 
the idea should be repeated in 
smaller displays at frequent in- 
tervals for the next six weeks. 
You are trying to sell men a 
new habit, and it takes time to 
put it over. 


92 GIVE the “Summer- 
weight" idea another 
good play in today's advertise- 
ment. Then keep referring to 
it in every ad in a small way. 
It's the follow-up that counts. 
Many men who see your first 
ads and don't act at once will 
become customers later. 


96 GET your planning for 


the month of June, done 
this week. Get ready for Na- 
tional Sport Shoe Week, May 
30-June 6. And do it early, 


for the week ends in a holiday. 
How about a sale of children's 


vacation shoes? What did you 


do in June last year? 


30 MEMORIAL DAY. And 
if you've been thinking 
that it's bad to lose a Satur- 
day's business, just keep in 
mind that you had four busy 
Saturdays in May. 


19 A GOOD way to sup- 

plement your "Summer- 
weight" campaign is by a series 
of postal card or mailing card 
bulletins, each one very briefly 
worded, and each one calling 
attention to the window dis- 
play. A card a day for three 
consecutive days, for instance. 


9 3 ONE week from today is 
Memorial Day. A card 
in your display of women's 
styles, reminding shoppers of 
the coming holiday and sug- 
gesting that new footwear be 
selected now, would be timely. 
Have you a unit of white foot- 
wear prominently displayed? 


97 CHECK your stocks to- 
day. How does your 
stock investment compare with 
the last check made in April? 
|Is it reduced? How about a 
moderate sized newspaper ad 
today, featuring style footwear 
for Memorial Day? This will 


help the next two days’ sales. 








THE terrible torment of statistics. A civilization 
moves on, but how? The thing that passeth all under- 
standing is the terrible increase of records, statistics, 
accounting, bookkeeping and all the paraphernalia of 
progress. 

Read, if you will, the Revenue Act of this Congress 
and throw up your hands in despair. In the proposed 
rates for corporation taxes, if a corporation has paid 
out 90 per cent of its income in dividends, it pays, 
according to this table, a tax of just 2.85714286 per 
cent. As the the New York Times says: 

“Suppose it has paid out 901% per cent of its income 
in dividends? Then it must figure out the tax rate 
for itself, in accordance with the following simple 
formula: ‘If the dividend credit is a percentage of the 
adjusted net income which is more than 86 and less 
than 100 (and such percentage is not shown in the 
foregoing table) the tax shall be a percentage of the 
adjusted net income equal to two-sevenths of the 
amount by which 100 exceeds the percentage which 
the dividend credit is of the adjusted net income.’ ” 

Help and deliver us from the infinite compounding 
of figures and figurers. All these complications are 
leading us into a labyrinth of adding machines. 

Under the Social Security Act, there are indications 
that every individual working in America will be listed 
on from one to seventeen cards and every time a new 
job is taken, new records must be made by both em- 
ployer and the governmental agency; and there is no 
end to the “house of cards” which would be built up 
by that one item of legislation. Every business in the 
land is troubled with its external record-keeping for 
tax, statistical and census purposes. Maybe it’s a 
move in the direction of making America a land of 
bookkeepers and accountants—thereby picking up the 
slack in unemployment by increasing clerical occu- 
pations. 

We are fundamentally opposed to the idea of mak- 
ing the merchant a collector of taxes. That’s not his 
proper function and we will keep on objecting to sys- 
tems of taxation that make it obligatory for the mer- 
chant to serve as the tax collector. That’s a small item, 
indeed, in the face of what the merchant and manu- 
facturer must now do in compilation and explanation 
of transactions and functions of business. 

Washington is sending out a horde of investigators, 
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CUT OUT THE FRILLS 


By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


asking all sorts of pertinent and impertinent questions. 
For example—the studies being made of the “capacity 
and opportunity for employment” may seem but a 
minor undertaking in fact-finding, but it resolves itself 
into a perfect inquisition of work hours measured 
backward and estimated forward; and the net con- 
sequences of the entire research will not add a single 
person to any payroll, anywhere. For such a book 
of statistics has never done much else than make a 
job for the producers thereof. Millions for keepers 
of records, but not one cent for common sense. 

We can see a place and purpose for the census, trade 
statistics and for some of the social services that must 
be fulfilled by modern civilization. Certain records 
are necessary for taxation purposes. There is no place 
for the constant irritation and interference with busi- 
ness by all unnecessary so-called fact-finding set-ups. 
At present, the American business man is called upon 
to give one-quarter of his time and much money to the 
collection of unnecessary figures. One shoe organiza- 
tion keeps a constant staff of accountants employed 
only for the purpose of making records for municipal, 
state and national use. 

If this keeps on at the present rate, businesses will 
bog down with the very load of charts, schedules and 
statistics. After all, the factory and store has to make 
and sell goods for human use and to do it as efficiently 
and economically as possible. In the promotion and 
sale of goods in this competitive world of ours, all 
the time and talent of everybody in the business is 
needed to make the business profitable and continuous. 
Now, if a large part of the time of these workers is 
diverted into channels that are not of value to the busi- 
ness, or to the public, then it is an economic waste 
and an addition to the burden of price of the ultimate 
article for sale. 

If legislators could only remove themselves from 
the complexities of law-making and tax-making and 
return to the field of simple, common sense, we would 
be better off. More goods would be made and sold 

[TURN TO PAGE 58, PLEASE] 
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le Scientific Footwear 
For Fashionable Women 


REG.U.S. PAT. OFF, 


The Rosa EACH Treadeasy White Shoe is so smart, The Avon 
White Washable Kid and so cool and comfortable to the foot, White Washable Kid 
$4.05 that it is easy to see why they are selected as 


) 4.05 
favorites by women in every walk of life. . 


The shoes illustrated are representative of 
the Treadeasy In-Stock line of 35 White 
The Martha Styles which are being offered to merchants 
Levor's White during the White Shoe Season. The Beaux 


Washable Kid Write for the Treadeasy In-Stock Catalog White Crushed Kid 


NEW YORK CITY SALES OFFICE ‘ ° ‘ 944 MARBRIDGE BUILDING 
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Foot Rest Drive 

















1 9, 


4-Spot Comfort... 


In every Foot Rest Shoe are these four 
great comfort features, to give women 
new and perfect balance in walking: 


1—HEEL CUSHION of live rubber; 
absorbs shocks of continuous walking; 
reduces foot fatigue! 


2—NEW ROLLED INSOLE supports 
the inner side of foot; helps to balance 
the body; gives confidence, grace, poise. 


3—METATARSAL CUSHION of live 
rubber supports metatarsal arch; as- 
sures a light, buoyant step. 


4—SNUG HEELAST—shorter from 
ball to heel—insures glove-like fit at 
heel without sacrifice of toe room. 
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Bigger for Fall 
383,951] 


SALES MESSAGES MAINTAIN 














FOOT RESTS AMAZING GAINS 


OT REST progressive selling marches on! The smashing national advertising 
campaign that is helping hundreds of FOOT REST Dealers to new profit levels 

in the spring months, continues through the fall season with accelerated driving 
force. To the selling power of Ladies’ Home Journal, Vogue, Harper’s Bazaar, Good 
Housekeeping, McCall’s and Sunset Magazine is now added Woman’s Home Com- 
panion, with its additional millions of alert buyers—75,383,951 sales messages ap- 


pearing in August, September and October—your three best fall months. 


The FOOT REST Franchise—growing daily more valuable—offers you: 1. America’s fastest- 
growing line of fine footwear; 2. New Styles of surpassing beauty; 3. Quality that women 
know; that no one questions; 4. Shoes for women of every age; 5. New visualized selling 
appeal—FOOT REST Four-Spot Comfort; 6. Sensational repeat business; 7. Comprehensive 
selling cooperation; 8. Advertised, established resale price; 9. Better than average profit mar- 
gin. Lose no time—wire or write today for the convincing facts of the Foot Rest opportunity. 


——— 
q Krippende » The Foot Rest line is complete—light soles and Good- 
wae OT RE a y year welts. There is a Foot Rest Shoe for every woman. 


Slightly Higher 
Denver West 


THE KRIPPENDORF-DITTMANN COMPANY, CINCINNATI, O. 
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FOOT HEALTH 


Shoe Stores, Department Stores, Clothing 
Stores and Newspapers the Country over 
Join in Successful Campaign. Sponsored by 


BOOT AND SHOE RECORDER 


THAT National Foot Health Week, sponsored by 
Boot aND SHOE ReEcorDER and successfully promoted 
annually for the past six years, has won a permanent 
place on the merchandising calendar of shoe stores 
selling health and orthopedic footwear, was more ap- 
parent this year than ever before. It was observed 
from coast to coast from the Canadian border to the 
Rio Grande. It was promoted and publicized on a 
bigger and more spectacular scale. We reproduce a 
few of the first clippings from newspapers that reached 
A few striking Foot Health our desk from cities as far distant as Denver, Los 
Week ads, used by shoe stores Angeles and Charleston, S. C. We have many, many 
in various cities. more and they all tell the same story of enthusiastic 
participation by merchants, big and little, in cities and 
towns located in every section of the country. 
Department stores, apparel and clothing stores, as 
a well as specialty shoe stores, joined in the movement 








THE MAY COMPANY to focus the attention of the American people on the 
rae Nees importance of the right shoes, rightly fitted, in the 
MeN Tinows the Velue of week following Easter. In some cities, merchants co- 
operated to put over a Foot Health Week campaign. 
In other cases outstanding retailers staged their own 
campaigns. Newspapers assisted in the work by giv- 
ing generous publicity to National Foot Health Week. 
The stores, in turn, used ad space on a liberal basis. 
NATIONAL FOOT HEALTH And to reinforce newspaper publicity and advertising, 
WEEK, APRIL 13-18th interesting and attractive window displays were de- 
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WEEK SCORES AGAIN 
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National Foot Health Week Emphasizes ioe a Correct Footwear Now Available in Modish Styles tor Men and W it 
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Publicity like the above section of double-page spread, appearing in 

Los Angeles Times on the opening day of Foot Health Week, helped 

to make public shoe conscious. Note use of poster design originated 
by BOOT AND SHOE RECORDER. 


signed to carry out the idea of foot health, orthdpedic 
shoes and correct fitting. 

Campaigns and spectacular promotions, after the 
manner of Foot Health Week, are assuming an increas- 
ingly important réle in the sales building efforts of 
retail shoe stores and, in fact, throughout the field of 
retail distribution. They are tangible examples of the 
determined attempts being made by distributors in 
various lines of business to capture their share of the 
recovery dollars. Qualified observers of business con- 
ditions declare that trade in general is in another era 
of “profitless prosperity,” by which they mean that 
competition between industries and between the vari- 
ous factors within the various industries, is so keen 
that profitable prices are difficult to maintain. That 
means that retailers who expect to improve their posi- 


tions or even maintain them, must devote a lot of 
attention, this season, to carefully thought out pro- 
motions, carried on with unremitting determination 
throughout the season. To start off next month, for 
example, we shall have National Sport Shoe Week, 
of which more will be said in next week’s issue of the 
Recorper. Then there will be June weddings and 
graduation, both of which suggest promotional themes, 
and, thereafter, vacation and travel foot wear, to be 
pushed vigorously prior to Fall Shoe Opening in 
August. 

Window displays and advertising form the heavy 
artillery for all of these various sales offensives on 
the part of the shoe store, and in order to assure favor- 
able results, there should be perfect liaison between 

[TURN TO PAGE 40, PLEASE] 





Attractive window display used 
by Condon's of Charleston, 
S. C., as part of Foot Health 
Week promotion. This interest- 
ing display was developed from 
the window suggestion shown 
at the bottom of left hand page, 
which was published in the Feb- 
ruary 29th issue of BOOT AND 
SHOE RECORDER, page 56. 
Miss Maria Duffy was the model 
who wore the shoes at Condon's. 





Educational window display showing kidskin tanning 
Window Shows & 


A STRIKING window display has been designed and 
built by John R. Evans & Co., which demonstrates, by 
use of photographs and specimens of skin in glass 
jars, eight of the twenty-five or more steps in tanning 
kidskin. The first display to be built was installed 
in the Boylston Street Stetson Store in Boston. It 
attracted a great deal of attention. Within a few 
weeks, a score or so of these displays will be routed 
through the United States, one group to Stetson, others 
to various important chains and independents. Many 
stores in small towns plan to use the display this 
Summer in county and state fair booths, where litera- 
ture distributed to the local schools will serve to tell 
teachers, children, and parents about the educational 
value of the exhibit sponsored by the local store. 

The first picture illustrates the warehouse, where 
700,000 raw goat skins are stored and sorted when 
they arrive from China or Nigeria or Argentina— 
practically any country in the world. Stiff and brittle, 
with hair and flesh still on them, they must be cleaned, 
and the next photograph shows the lime reel, in which 
the skins are soaked in caustic alkalis to loosen the 
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processes in Stetson store on Boylston street, Boston. 


Steps in Tanning 


Boston Store Features Educational Display 
Designed to Illustrate Processes of Kidskin 
Manufacture—To Be Shown in Many Stores 
as Part of Leather Educational Campaign 


hair. Next they are shaved and fleshed, made into a 
clean skin, with all traces of flesh and hair removed. 
Now they are ready for tanning, the process illus- 
trated in the fourth photograph. An overnight soaking 
in a brilliant orange solution turns the skins a pale 
yellow. The skins are dyed thoroughly in a gigantic 
drum, where they soak up a dye that penetrates clear 
through the skin, from grain side to flesh side. After 
dyeing, they go through several processes noé illus- 
trated, in which they are oiled, dried, and made ready 
for the staking machine, Number 6 in the exhibit. 
The jaws of this machine tug the skin and break it 
down to suppleness. A “season” is now spread evenly 
over the, grain side of the skin which prepares the 

[TURN TO PAGE 56, PLEASE] 
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A SNOW WHITE 


CLEANER 


FOR WHITE SHOES 


wey || 


TRADE MARK REGISTERED 


ll 


An actual size tllustration of 
Shu-Sno compact. 
Determining the Effect of White Shoe Clean- 


Determining the Amount of Alkali in White 
ers on Leather in our Laboratory. 


Shoe Cleaners in our Laboratory. 


YEARS OF RESEARCH AND EXPERIENCE 


ARE In BACK OF SuHuU-SNO...- 





SHU-SNO was developed by an experienced leather 





USE THIS COUPON 
FOR SPECIAL OFFER 


SHU-SNO PRODUCTS CO., 
Portsmouth, Ohio 


Gentlemen :— 


Please send me a copy of the booklet entitled, 
“What You Should Know About White Shoe 
Cleaners.” 


Also ship the following at “gross prices.” 
3 dozen = retailer Shu- “Sno cleaner at we 
3 “ “ “ 


Concern: 


Address: 


This Offer Effective 
Only to June 1, 1936 








chemist who manufactures cleaners, polishes, fin- 
ishes, etc., for shoe factories. That is why shoe manu- 
facturers have the fullest confidence in Shu-Sno and 
are recommending Shu-Sno to their dealers. 


The Shu-Sno Laboratory has investigated every white 
shoe cleaner of any consequence. The results of this 
research have been very interestingly told in a new 
booklet entitled “What You Should Know About 
White Shoe Cleaners.” Send for your copy today. 


Therefore, we know whereof we speak when we say 
Shu-Sno is “Best and Safest.” 


Mail the special trial order today. Your customers 
will tell you that Shu-Sno is outstandingly superior. 


SNO PRODUCTS CO 


Ss M O U T H 


Go fF It ¢ 
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Edwards’ Whites for Juniors are bound to be the 







Hit of the Season! A very effective national adver- 






tising campaign is daily creating a greater and 


greater demand for Edwards’ Shoes. Mothers this 






summer will ask you for Edwards’ Whites for their 






children. It is going to be a white summer! Be 







prepared to meet the demand. Balance your stock 


solidly on Edwards’ Whites, 






“QYouth Must 


J. EDWARDS & CO. 


314-22 N. 12th STREET, PHILADELPHIA, PA. 
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Don’t expect your customers to do this. 
No longer is it necessary for them to whittle 
the fringe off theedges of their soles. Compo 
Engineering has removed this evil and 
brought a new and great improvement 
which your customers should have — and 
will have if you'll only provide it for them. 
jin the new Compo Welded Welts the soles 
‘and uppers are attached as one 
inseparable unit and no channel 


Emr) 


Not only that, but this new Compo 
achievement provides better-looking and 
more comfortable shoes—far more flexible 
than those made by the older method, and 
with a fine tailoring in the shank. Compo 
Welded Welts are moulded into shape at 
the time they are made and kept on the 
last right through the sole-laying process, 
Perfect adhesion is assured by the use of 


CompoCement formulated exclusively for 


is necessary to hide the stitches. WELDED WELTS Compo Shoes by the du Pont Company. 


A list of leading welt manufacturers producing Compo Welded Welts for Men and Women will 
be sent upon your request. Compo Shoe Machinery Corp., 150 Causeway Street, Boston, Mass. 


THE GREAT ADVANTAGES OF CEMENTED SHOES ARE OUE ENTIRELY TO COMPO ENGINEERING. 
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OR COMFORT” = 


MIRACLE 


O’DONNELL SHOE CoO. 


HUMBOLDT T EN N. 


) 









One specification for comfort is Evans Kid. A soft 
leather, it combines the toughness of rawhide with 
the pliability of supple skin—and it breathes! It 
makes a cool shoe. It makes a comfortable shoe, too. 
And it also makes a good-looking shoe. Beauty, with 
Evans Kid, is fundamental. It comes from deep color 
penetration and permanence of tone, an amazing re- 
sistance to “pulling out” that’s so necessary in shoes 
like the Miracle—and in all shoes. John R. Evans & 
Co., Camden, N. J. 


of Can hid 


THE KID WITH A DEFINITE SALES INFLUENCE 
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Prize-Winning Spring Window 








Corvallis, Ore.—The window of the Buster Brown Shoe Store of which J. W. Spong is 
manager, winner of the grand prize in the annual Spring opening in this city. The latest 
styles in Spring shoes were set off by a background of Easter lilies and modernistic columns, 


illuminate 


by concealed lights in the background. 


A contest, sponsored by local merchants, in which profile sketches of prominent merchants 
and professional men were displayed in store windows with a cash prize for the persons who 
correctly identified the greatest number of sketches, proved successful in holding the interest 
of the crowds downtown on the evening of Spring opening. 





Foot Health Week Scores Again 


[CONTINUED FROM PAGE 33] 


the two. Many shoe merchants fail to 
appreciate fully the close retailship 
between advertising and merchandise 
displays. As a result, these two en- 
gines of publicity are sometimes oper- 
ated independently of one another, 
whereas properly, they should function 
in the closest unison. This is particu- 
larly true when a promotion or sales 
campaign on some particular class of 
footwear, such as sport shoes or health 
footwear, is in progress. 

Such a campaign calls for a high 
order of showmanship on the part of 
the person in charge of the sales pro- 
motion for the store. That is to say, 
it should be planned along lines that 
are somewhat spectacular, dramatizing 
the shoes and their uses in a manner 
that will compel the attention of the 
public, or that portion of it that is 
likely to be interested in the shoes that 
are being promoted. There should be 
some dominant theme song, a slogan 
or an illustration, perhaps both, that 
can be reiterated in ads and windows. 
If the window background can, in some 
effective way, be tied up directly with 
the advertising by using the same 
illustration in both, or in some other 
way, the attention value of both ads 
and windows will be tremendously in- 
creased. 

The theory behind all retail sales 
promotion is really to lead customers, 
step by step, up to the point of sale. 
It is easy to see how much better this 
can be accomplished if advertising and 
displays are effectively coordinated. 
The prospective customer sees a Sport 
Shoe Week advertisement in a news- 
paper. If it is a good advertisement, 
he or she is doubtless impressed and 


the seed of a possible future sale is 
sown then and there. But seeds require 
favorable conditions under which to 
germinate, flourish, flower and bear 
fruit. Unless there is constant culti- 
vation they may fail to sprout, or hav- 
ing done so, the budding sales impulse 
may wither and die. 

The person who may have been 
favorably impressed by your ad in the 
newspaper is like most other human 
beings, prone to forget or to have his 
or her attention distracted easily to 
other things. Having read the ad, how- 
ever, the subconscious impulse to buy, 
or at least to investigate, persists, and 
let us suppose that this person, pass- 
ing your store a day or two later, sees 
a window display carrying out the 
same idea as the advertisement, fea- 
turing the same merchandise and 
using the same sort of visible selling 


appeal. That person is almost certain. 


to stop and look at the window, and 
if the sight of the actual shoes seconds 
the favorable impression created by the 
ad, it is more than likely that this 
person will walk into your store and 
buy the shoes. 

This is a very simple example of co- 
ordinated sales promotion. There are 
other ways to gain the attention of 
prospective customers and to hold it. 
You can add further to the chances of 
sales success, for example, by sending 
out attractive mailings, making sure 
that, here again, the theme of the mail 
matter is tied in with that of the news- 
paper ads and windows. Or you can use 
a radio “spot” or billboards for the 
same purpose. In the case of the big 
spectacular promotions, such as the 
cooperative publicity recommended 





BOOT AND SHOE RECORDER, May 2, 





1936 


for National Foot Health Week, the 
campaign can be carried into meetings 
of various kinds, under the auspices of 
schools and church organizations. For 
National Sport Shoe Week, a style 
show, with living models, showing 
sports clothes and sports footwear and 
suggesting the proper occasions for 
particular costumes, would be excellent. 

Keep in mind always the purpose 
and objective of your sales campaign, 
namely to get the attention of pros- 
pective customers, and, having won 
their attention to keep it by frequent 
reminders, at the same time endeavor- 
ing to lead them step by step to the 
point of actual sale. All advertising 
and most selling~has its basis in 
human psychology and if we under- 
stand a few of its basic principles and 
plan our campaign with these prin- 
ciples in mind, results should follow 
in due course. 


New Women's Shoe Line 


CINCINNATI—With an extensive sales 
and advertising program, Stix-Altman- 
Weiner, Inc., Cincinnati, has just pre- 
sented its new line of women’s shoes— 
the Stylizer “Manikin Models,” to retail 
at $5. 

According to Richard Stix, president, 
the entire set-up is new from start to 
finish. ‘“Unhampered by antiquated 
trade practices, tradition and customs, 
we decided to build a line of shoes that 
would appeal to us if we were in the 
dealer’s position. So we started from 
scratch and designed a line that, in our 
opinion, is the most saleable in its class 
on the market today. We naturally de- 
cided to push the Stylizer line with a 
powerful advertising campaign.” 

The sales appeal selected to carry the 
Stylizer message is characterized by a 
new slant based on the combination of 
style and comfort. The advertising 
points out that the exacting style and 
comfort requirements of Manikins, in 
the smart women’s apparel shops and 
department stores, inspired the design 
and name for Stylizer Manikin Model 
shoes. 

The majority of the advertisements 
will be localized in newspapers and run 
over. the name of the local Stylizer 
dealer in the newspaper he selects. In 
fact, according to Nat Weiner, vice- 
president, “The entire sales plan is 
designed to give the dealer every pos- 
sible assistance. A_ six-point, quick- 
profit plan includes the following: Local 
newspaper advertising for each pro- 
tected franchise; 40 per cent mark-up; 
stock department providing prompt ser- 
vice; new advertising appeals; valuable 
selling features built into the shoes; 
quality that substantiates all claims.” 

Among the unusual advantages that 
characterize the new semi-novelty line 
of Stylizer Manikin Model Shoes are 
two important features; the “Arch 

Cradle,” which assures perfect balance 
and support, and two sets of “Vibra- 
Sorbers” which cushion the foot against 
shock, jar and strain. 





Left, The Harvey, No. 4206, Black Genuine Australian Kangaroo. Right, The Mallory, No. 4701, Brown Lugyage Calfskin. 


arman representatives ar€ now in their territories with the New Fall samples. 


"The Demand for Frank Jarman 


Custom Shoes Has Absolutely Amazed Us!” 


W: ARE absolutely amazed at the spectacular showing Frank Jarman Custom 
Shoes have made since we put in the line. Their fine style and quality has 
delighted our most particular customers, and our success with them has settled 
any doubts we may have had about the value of a $6.50 line. It looks to us like 


you have tapped a new market, and you can count on it that we're going to get 


our full share of the profit.’ 


Elder & Johnson 
Dayion, Ohio 


7 i 
Prank farman € eaten: Si...’ “a 


JARMAN SHOE COMPANY, NASHVILLE, TENN. °¢ Division General Shoe Corp. 








WHERE STRENGTH AND 
STURDY CONSTRUCTION 
ARE ESSENTIAL . . . 


Experienced manufacturers and retailers 
know the importance of strength and rigid- 





ity in shank construction and wood heel 


attaching. 


Based upon sound shoemaking principles, 
Unishank and WMC Wood Heel Screw 
Attaching combine to promote security to 
the finished shoe. These thoroughly tested 





methods add strength, increased durability, 


and comfort to the shoe throughout its life. 











UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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A new black ''Clocalene'’ ensemble, with tai- 
lored frock and cape-like swagger coat. is 
doubly ‘chic with CHAUDRON accessories. 











Newest Shade in the Russet Range 
Exciting /\utumn /\ccent to Black 


The black town costume, traditional 
fashion for early autumn, will be pointed up 
next season with accessories in Chaudron, a 


ruddy, russet tone, as pungent as burning leaves. 


Town dorsays and oxfords 


in Chaudron glazed kid or suede, linked to 
the costume with pipings and ruchings of 
black patent leather, will be high fashion. 


Specify 
CHAUDRON 


STANDARD GLAZED KID, No. 412 
SPECIALTY SUEDE, No. 9713 


Piped with 
BLACK 


STERLING PATENT LEATHER KID 


Lined with 


SPECIALTY KID, No. 148 


STANDARD KID DIVISION 
ALLIED KID COMPANY 


209 South Street, Boston, Massachusetts 
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TO 500 





What Are You Doing to Increase Your 


Profits This Year? 


By the National Cash Register Company 





Standing Up to Life—Good Posture and 
Foot Health. 


By Metropolitan Life Insurance Company 


Social Security and the Retailer—A Brief 
Analysis of the Provisions of the Social 
Security Act. 

Prepared by the American Retail Federation 


Better Retailing — A Handbook for Mer- 
chants. 
Prepared by the National Cash Register Company 


Store Lighting. 
Prepared by General Electric Company 


Kardex Stock Control for Shoe Retailers. 
Prepared by Remington-Rand, Inc. 


SHOE 


Portfolios of Progressive Retailing 


T the National Shoe Fair in Chicago 

last January, every shoe retailer who 
registered was given a Portfolio of Progres- 
sive Retailing containing the following: 








NATIONAL SHOE RETAILERS ASSOCIATION, 
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National Shoe Retailers 






MERCHANTS 





A Simplified Accounting Plan for Your 
Business. 
By Burroughs Adding Machine Company 


Beyond the Fitting Stool—The Primer of 
Direct Mail Advertising for Shoe Re- 
tailers. 

Prepared by the Addressograph-Multigraph 


Corporation 


43 Ways to Advertise a Shoe Store—Pre- 
sents the ABC’s of Sales and Advertising 
Planning. 


By Michael Murphy, Secretary and Sales Promotion 
Manager, Krupp & Tuffly, Inc., Houston, Texas 


Modernize for Profit—A Manual for Mer- 
chants, Manufacturers, and All Owners 
of Business Property on How to Secure 
Loans up to $50,000.00. 


By the Federal Housing Administration 


We have over 500 of these Portfolios on hand 
which we will be glad to mail—without cost— 
in response to the first requests that are received 
in this office. 


This is only one of the numerous membership 
Services of the National Shoe Retailers Associa- 
tion. Are you a member? If not, send in your 


dues for 1936 ($5.00). 
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ssociation offers 


TO EVERY RETAIL SHOE MERCHANT 


N.S. R. A. MEMBERSHIP BENEFITS 


VERY shoe retailer should be proud of member- 

ship in the Association representing the craft in 
which he earns his living. The cost is so small—($5.00 
a year)—the benefits so numerous and far-reaching, 
that every shoe retailer — department manager — 
store mahager—or owner, should consider it his duty 
to become a member and support its activities. 
We recite a few membership benefits :— 


1, PROTECTION 


The N.S.R.A. is eternally watchful of the interests of shoe 
retailers in all matters, particularly that of legislation. There 
is a mecessity for united effort—you must recognize that we 
cannot make much impression on Congress if we only repre- 
sent a few hundred retail stores. We want—and must have, 
National Representation. Every shoe retailer should have 
this protection for the same reason that he carries fire 
insurance. 


2. INSURANCE 

Through our Insurance Department—members of the 
N.S.R.A. make a saving of not less than 25% in the cost 
of their insurance. Your saving in one year will pay your 


dues in the N.S.R.A. for many years. USE IT. 


3. EDUCATIONAL 

As a special service for our members, we have made ar- 
rangements whereby you may have the operating statements 
of your business analyzed without cost to you. This special 
service has been arranged with Dr. D. J. Duncan and his 
staff at Northwestern University, School of Commerce, 
Wieboldt Hall, Chicago, Illinois. Mail your statements 
direct to Dr. Duncan, who will mail your analyzed reports 
directly to you—no information or record whatsoever of 
individual reports will come into this office. . . . Further- 
more, through our own library, you have access to an ever- 
lasting source of valuable information on practically all 
matters having to do with the retail shoe business. USE IT! 


4. STATISTICAL 


Through Headquarters members may secure almost any 
comparative statistics needed, as a guide and help in the 
operation of their own business. There is no substitute for 
facts. USE THEM. 


5. SEMI-ANNUAL STYLE REPORTS 


As a result of the N.S.R.A.’s Semi-Annual Style Conferences, 
MEMBERS receive a detailed style report of the Women’s, 
Children’s and Men’s Committees. These reports are now 
considered confidential information and will be furnished 
only to our members. USE THEM. 


6. “NEWS SURVEY” 


The N.S.R.A. Headquarters office is now sending out a peri- 
odical “News Survey” to its members which contains a 
reflection of the style trends as reported by merchants 
throughout the country—as well as valuable merchandising 
suggestions and helps—all of which we believe you will find 
most important and useful. 


7. NATIONAL SHOE FAIR 


The National Shoe Fair, conducted jointly with the National 
Boot and Shoe Manufacturers Association, is a specific activ- 
ity of the National Shoe Retailers Association—from which 
every shoe retailer in this country, in some manner or other, 
derives great benefit. 


The obligation of the N.S.R.A. to the Shoe Retailers 
of the United States is fulfilled every day. YOUR 
OBLIGATION is... to be a MEMBER of your 
Association—and we believe ANY ONE of the above- 
named benefits is well worth the cost of a membership 
... and if you are not a member—we urge you to send 
in your 1936 dues—now ... DO YOUR PART in 
helping to support this organization’s activities, as well 
as receive its benefits. Help to strengthen our Na- 
tional Representation, which is so much needed for your 
own good and welfare as well as for the good of our 
industry. 

L. F. Turrty, President 

HERBERT J. RicH, Treasurer 

Jesse ADLER, Chairman, Exec. Comm. 

Joun R. Laycock, Exec. Comm. 

FRANK A. McLAUGHLIN, Exec. Comm. 

Harry E. Fontius, Exec. Comm. 

ARTHUR E. Esss, Exec. Comm. 

L. E. Lancston, Manager 


HEADQUARTERS, 274 MADISON AVENUE, NEW YORK,N.Y. 
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There are hundreds 
of “arch” lines, but 
there is only one 
genuine Arch Pre- 
server Shoe for Men 
THE WRIGHT ARCH 
PRESERVER SHOE 
the first and still the 
leading arch-type 
feature shoe among 
dealers, doctors and 
the general public. It 
is made EXCLUSIVELY 
by E.T. Wright & Co., 
Inc., of Rockland, 


Massachusetts. 


C) 
ARCH PRESERVER 


FOR 
MEN 


SHOE 
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How Air Conditioning Helps 
Sell Shoes 


[CONTINUED FROM PAGE 25] 


| entrance (8 x 20) with show windows 
| on each side, also pays. The space is 


thus made markedly cooler than the 
air on the sidewalk, so that the cus- 
tomer drops in there to cool off and 
remains to admire the windows, while 
the temperature on the sidewalk, only 
five or six feet away, runs anywhere 
from eight to ten degrees higher. And 
things people see in the window which 


they like, they generally buy. 


Air-conditioning is a great aid to try- 
ing on shoes. Instead of having wet, 
sticky feet, the clerk lets a man or a 
woman sit there in quiet comfort with 
shoes off, while he is apparently trying 
to find the correct size. So the foot gets 
dried out and he can more properly fit 
the shoe. Thus people can be serviced 
better when they come in and are not 
so sweaty. So, also, if the customer is 


| comfortable she is not in a critical 


mood, but a receptive one. She might 
buy shoes in hot weather and be dis- 
satisfied and bring them back later, 
thus having returned goods on your 
hands. Or, dissatisfied with her hot 
weather purchase, she would not return 
them, but never come back again into 
your store. 


With air-conditioning, fabrics are 


| also protected against the deteriorating 


effects of moisture, dust or impurities 
in the atmosphere. Redecorating and 
refurnishing, or cleansing your place of 
business is not so necessary. Street 
noises are shut out, all is quiet and 
comfy within. Herbert J. Rich of Wash- 
ington says: 

“We air-cooled two floors last year 
and two more this year. We advertised, 


| ‘Rich’s Lowest Floor is as Cool as its 


Topmost,” and the following sales mes- 
sage: 

“‘Suppose it IS hot enough to fry 
eggs on the pavement at F and 10th 
Streets, it’s cool as a mountain stream 
within the door at Rich’s. The health- 
ful, invigorating sort of coolness that 
the genius of . . and the scientific 
miracle of refrigerated, filtered air com- 
bine to produce. From below street 
level to the roof, IT’S ALWAYS 10 to 
15 deg. cooler than outside tempera- 
ture at Rich’s to change your 
shopping from an overheated, fatigu- 
ing task, to a glorified, restful pleasure. 
Buy comfortable shoes in a comfortable 


store.” 


Yes, air-conditioning costs money to 

install, but the investor is amply repaid 
with several features, viz: 
“It actually saves money in the end, 
promotes business and so eventually 
pays for itself in increased sales, good 
will and prestige; augmenting turn- 
over, it boosts profits; 

“It gives the merchant something to 
talk about in his advertising besides 
shoes—a cool theme while it lasts and 
until such time as air-conditioning be- 


comes aS common as peanuts and pop- 
corn; 

“It gives people something to talk 
about, thus providing that most inex- 
pensive and valuable of all publicity 
mediums—word of mouth advertising. 

“When the headlines in the news- 
paper read, ‘Intense Heat Wave Sends 
Thousands to Beaches—No Relief Ex- 
pected,’ we can advertise ‘TOMORROW 
—Shop in Ultra Comfort at Rich’s. It’s 
cooler than the beach, better than sea 
breezes.’ 

“One thing that I have been trying 
to stress is the foolish idea that a great 
many merchants seem to have, that it 
is necessary to keep the doors open. We 
have air-conditioned to closed doors. 
principally to keep the store cleaner 
and more noiseless, being on a busy 
thoroughfare. And there are decided 
advantages to closed doors. Nor have 
we found any public resistance to it. 

“T think merchants are sold every- 
where on air-conditioning, the people 
I talk to are, at any rate. They only 
hesitate about spending the money to 
put it in. It has been adopted so uni- 
versally by merchants that I don’t think 
there is any other resistance except 
financial. 

“In order to prevent too great a con- 
trast between street conditions and in- 
door conditions, we keep the tempera- 
ture between ten to fifteen degrees be- 
low the street temperature. We try to 
regulate it to that. If you get it down 
too much, people feel it on going out and 
your clerks complain of the discomfort. 

“One outstanding thing is that we 
have had less Summer colds among our 
employees this Summer than we have 
had any other Summer that we can 
recall,” 


John L. Alheim Resigns oa 


_ New York—John L. Alheim has re- 
signed as treasurer and comptroller of 
the Wise Shoe Company, Inc., effective 
Saturday, April 25. Mr. Alheim plans 
to take a brief vacation, following 
which he will announce his plans for 
the future. 


B. Pollack Opens New Store 


NEw York — Bernard Pollack has 
opened a new shoe shop on Broadway, 
between Eighty-second and FEighty- 
third Streets, New York City, in which 
he will carry the Florsheim line as 
well as a line of women’s high-grade 
novelty shoes. 

F. J. Miller, formerly shoe buyer of 
Cromer-Cassel in Miami, will be man- 
ager and buyer in the new store and 
N. Levine, formerly of the Florsheim 


‘Shoe Company, will handle the Flors- 


heim line. 
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HAVE YOU EVER SEEN 
SPECIALTY SHOE SALES 
LIKE THIS? 


@ 8,100 Pairs of Rhythm Step Shoes @ Over 800 Pairs of Rhythm Step Shoes 


~ 





@ 963 Pairs of Rhythm Step Shoes in 
Just Three Days! 


in Less Than 60 Days! 


in Only Four Days! 


@ 50 to 75 Pairs of Rhythm Steps 
Daily for Weeks . . . in a Small City! 


@ And Consistent Rhythm Step Sales Like This Week in and 
Week out in Leading Stores from Coast to Coast! 





Get The Facts Behind These 
Sales From The J.S.&S. Men! 


rep? 
i me 


Ty, 5 
{Eg Heaty O° 


EVER has a specialty shoe 

so swept the country... 

right from the start! Every- 
where Rhythm Step is intro- 
duced it becomes the sensation 
. almost over night! A new 
kind of style shoe with extra 
comfort features ... plus a “sure 
fire” merchandising program 
backed by dramatic national ad- 


vertising . . . is the reason. 


Now the Johnson, Stephens 
and Shinkle salesmen are on 
their way to your store... with 
brand-new Rhythm Step styles 
for fall. . 
sensational sales-producing ma- 


62 to” 


. new selling plans, 


terial to put Rhythm Step over 
in your store...in a record- 
breaking way! 

Remember, only one store in 
a city can have the Rhythm Step 
franchise! If Rhythm Steps are 
not now being sold in your town 
or city these Johnson, Stephens 
and Shinkle men have shoe sales 


' facts that will be of vital interest 


to you! 

Wait for the Johnson, Ste- 
phens and Shinkle salesmen be- 
fore you plan your fall stocks! 
They can help you make big, 
extra profits... with Rhythm 


Step shoes! 


o0 


~ Retail 


Slightly Higher West of the Rockies 


JOHNSON, STEPHENS & SHINKLE SHOE COMPANY 


ST. LOUIS, MISSOURI 
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“Bill” Howe George Moore 
New England Michigan 


Bill Pick Magrum Smith 


Wisconsin, Minnesota, 


Iinois and Indiana North Dakota and 


South Dakota 
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THESE MEN ARE 
READY TO AMAZE YOU WITH 


$4 FASHION WELTS and 


- 


Emil Goldman 


California, Nevada, Arizona, 
Colorado, Utah, New Mexico 


Bill Moylan 


Eastern Pennsylvania, 
Maryland, Delaware, 
Southern New Jersey 


Johnnie Hartman 


Texas, Oklahoma, Arkansas, 
Louisiana 


Jack McGee 


Canada 


Here comes the newest line of our famous $4 retailers. It's full of 
new style ideas, but with the traditional fine quality materials and 
workmanship which have always made these shoes fast sellers. 


DUNN ww M°CARTHY, » 


AUBURN, 


$4 FASHION WELTS and 


SIZES 2% 


TO 10 
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ON THEIR WAY... 
THE BEST-YET FALL LINE OF 


$4 FASHION WELDS 


Marvin Wheeler 


New York State, Western 
Pennsylvania, West Virginia 


Tom O’Brien Earl Standish 
Oregon, Washington 
Montana, Idaho, Wyoming, 


Al Schroeder 
Greater New York and 
Northern New Jersey 





K. ky, 
Alabama, Mississippi 


Sidney Boozer 


Vince Canning Virginia, North Carolina, 


Stanley Cutter 
Missouri, Kansas, Nebrasl-a, South Carolina, Georgia, 
Florida 


Ohio 
Towa 


If you are not acquainted with this line and are interested in quick 
turnover and good profit, drop us a card. We'll have a salesman 
call on you promptly so you can see what we mean when we call 


these shoes "real values." 


DUNN ww M°CARTHY, » 


AUBURN, . . 


$4 FASHION WELDS 


WIDTHS AAAA TO E AND EEE 
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No. 8182, 


Dz To re- 
tail at $4, 


1. MORE WEAR. 2. SAFE STYLING. 3. BROAD SELECTION. 
4 IN STOCK, 5. QUICK DELIVERY. 


PETERS SHOE CO., ST. LOUIS 


Branch of International Shoe Co. 
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Shoes 
for 
Mother's 


Shoes, slippers, hosiery—all are appropriate gifts for Mother's 
Day—and shoe stores, with proper promotion, should be able to 
sell extra pairs in anticipation of its observance the second Sunday 
in May. Here's a window display suggestion to help remind the 
public that the shoe store is a gift shop, too. If you sell women's 
footwear, plan a Mother's Day window showing appropriate styles 
and types of shoes, slippers and hosiery, along with other appro- 
priate gift accessories. 


The importance of Mother's Day has been increasing year by 
year until now it is a generally recognized day on the calendar 
of minor festivals. Every shoe store should take cognizance of it, 
for it has good will importance as well as sales value. 





Excelsior Sales Conference 


PoRTSMOUTH, OH10—Excelsior Shoes, Inc., held a 
successful Spring sales conference at the factory here 
from April 20 to 24. The meeting included a series 
of talks by the officials of the company in which the 
styles and feature line of women’s shoes were gone 
over in detail, as well as the line of growing girls’ 
sport shoes. Women’s shoes made by Excelsior bear 
the name “Vani-Tred” and consist of a line of style 
Littleways which retail at $5.00 and a line of Duplex 
Last Welts which retail at $5.50. 

Charles Brown, Jr., son of Charles Henry Brown, 
inventor of the famous principle of the Arch Pre- 
server shoe and also the inventor of the principle of 
the Vani-Tred shoe, went over in detail the genuine 
feature of the Vani-Tred line. Concisely, Mr. Brown 
explained the merchandising value of this line of 
shoes, which has a promising market in the $5.00 
field of women’s shoes. 

After the sports and women’s lines were discussed, 
a presentation of both were made to our salesmen 
who had come from the West and East as well as 
North and South alike, and these salesmen are now 
out on the road with a complete line of Fall.samples 
ready to present to their trade. 

The factory is now producing well over 2000 pairs 
per day and the firm is confident that, upon presen- 
tation of its Fall styles, the company will experience 
a gratifying and successful season. 
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IS SERIOUS BUSINESS 


ORDERS REQUESTING KISTLER ‘’’BENCH-BRAND” LEATHER SOLES 
EXPRESS INTENTIONS TO TAKE ADVANTAGE OF AN OPPORTUNITY J 


Sales leap up or they slow up, depending greatly on the shoes 
ordered and how they are detailed in respect to construction. In 
the last analysis, the progress and prosperity enjoyed by the store, 
starts and stops with the order. Actually—ordering IS serious 
business. 


KISTLER “BENCH BRAND” 
SOLE LEATHER 


A BALANCED TANNAGE 
has in it the profit potentialities which dealers from coast to coast 
and from the lakes to the gulf are making the most of daily. 
There’s nothing costing so little, which will return you so much in 
good advertising and good will, as outsoles of KISTLER 
“BENCH BRAND” leather on the men’s street, dress, sport and 
heavy-duty shoes you sell. 


Kip 


FOUNDED - 1840 


THIS CHART REPRE- 
SENTS A SIDE OF 
LEATHER. THE PART 
USED FOR KISTLER 


SOLES 1S ABOUT 13% 
OF THE WHOLE SIDE 








ee ee Sel 


When writing advertisers please mention Boot and Shoe Recorder 








BOOT AND SHOE RECORDER, May 2, 































The Modern Way To Sell Hosiery 


you can’t sell hosiery by keeping it in a box on a 








shelf! It must be displayed in full view of the 
customers so that they can see the weave, texture 
and special features of each new type. 
Retailers who are making a success of their Hosiery 
Departments give a lot of time and thought to their 
displays, and in every case Fairy Forms are con- 
sidered the one and only way to show hosiery at its 


best. 


Order Fairy Forms for Hosiery today and you’ll get 


a good start toward greater hosiery profits! 


SHOE FORM CO., Inc. 
AUBURN, 





N. Y. 


Manufacturing Branches 


United Last Co., Ltd., Montreal, Canada 


Northampton 
England Paris 
Melbourne, Australia France 


Frankfort 
Germany 
Mexico City, Mexico 














No Summer Slump in Shoes 
[CONTINUED FROM PAGE 21] 


“The survey further shows. that 
1,003,305 veterans will spend on an 
average of $45.93 or a total of $46,- 
080,000 for new clothes for their wives, 
and that 910,342 will spend an aver- 
age of $46.42 or a total of $42,262,000 
for new clothes for their children.” 

Shoe retailers can look forward to 
an active sport shoe season, particu- 
larly in men’s footwear as a result of 
the bonus and also indirectly sport 
shoe sales to the entire family because 
of the wider opportunity for travel 
developing from the Interstate Com- 
merce Commission’s decision to make 
universal the two cent mileage rate. 
Cheap transportation will be a great 
factor in increasing the spread of 
vacation travel and this means foot- 
wear and apparel for mid-Summer 
wear. Even the economy of saving a 
number of dollars in railway expense 
will have its influence upon the pur- 
chase of new footwear and apparel. 

The work. stream will not diminish 
this Summer, as in former years, for 
there are many projects of a govern- 
mental or private nature scheduled 
for continuance. Several regions of 
the country were badly hit by the 
floods and the replenishment of homes 
and business districts will necessitate 
the work of hundreds of thousands of 
people this Summer. New bridges, new 


roads will add to the wage envelopes 
in every part of the country. The 
purchase of finished goods and com- 
modities for Fall and Winter use will 
add to the employment—for stocks in 
many lines of businesses are low and 
with rising prices there is every in- 
dication that merchants will stock up 
in the hopes of an inventory profit. 

So, all in all, the Summer of 1936 
may have the stimulations that came 
in the Summer of 1933, prior to when 
the NRA went into operation, and the 
prediction is that we are to have this 
year industrial activity equivalent to 
that of the year 1928. Looking over 
the records we find that 1928 and 
1933 both showed great industrial ac- 
tivity and corresponding purchasing 
power justified the saying: “No Sum- 
mer Slump.” The outlook for the 
Summer, 1936, corresponds. 


MIARK GRAVES, State Commis- 
sioner of Taxation and Finance in 
the State of New York, said: 


“You 
which: 

(a) Has a stock of gold coin and bul- 
lion, valued at $9,115,643,492, which is 
larger than we have ever possessed be- 
fore; 

(b) Has $5,568,099,785 of currency in 
circulation as compared with $4,746,296,- 
562 in 1929; 


can’t keep a country down 








(c) Absorbed $8,605,432,000 in new 
life insurance during 1934; 

(d) Has a national income in excess 
of $50,000,000,000 ; 

(e) Has a per capita income greater 
than any other country; 

(f) Has about seven persons gainfully 
employed for every person who is out of 
employment. (Employment increased by 
1,000,000 during 1935 according to U. S. 
Bureau of Labor statistics) ; 

(g) Owns 24,933,403 automobiles, or 
more than twice the number in the rest 
of the world; 

(h) Possesses 17,424,406 telephones 
(1932 figures), or more than 15,071,449 
telephones installed in all the rest of the 
world; 

(i) Sends 72,115,384 people to the 
movies each week; 

(j) Consumes 1,299,103,140 pounds of 
candy yearly. 

“Bank failures are the smallest in 
a generation. Deposits in national 
banks have reached the highest mark 
on record. Industrial production has 
been increasing. The hobgoblins of 
an ‘approaching collapse of capital- 
ism’ have vanished. Business and 
employment, corporation profits and 
factory payrolls, farm income and 
urban trade, all show substantial 
gains and a tendency to rise toward 
higher levels.” 


1936 
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Summer at the Stocking Counter 


[CONTINUED FROM PAGE 23] 


is a constant staple demand for the 
rosier sun tans, but it’s the russet- 
toned stocking that fits in best with 
the new costume colors and with the 
many shoes that will be trimmed with 
bright tan contrast. 

A golden sun tan that will get atten- 
tion this Summer is “Golden Wedding.” 
The instigator of this color in fashions, 
as you undoubtedly know, is the Schen- 
ley Company. They put the Dubonnet 
fashion on the map to promote their 
wine and they are doing the same by 
their most famous whiskey. 


On to Texas 


The Texas influence we talked about 
two weeks ago has had its effect on 
hosiery colors. One mill was asked by 
the State of Texas to create a color 
that would blend with Blue-Bonnet 
Blue. They responded with Texas Tan, 
a versatile sun-tan shade that will go 
with a great variety of colors as well 
as with the violet blue for which it 
was designed. 

Another mill has brought out a whole 
line of glowing sun tans and christened 
them with names suggestive of Texas 
—mustang, rodeo, lariat, etc. 

This Texas influence is piling up. 
Watch the June issues of the fashion 
magazines to see how important it is. 


Heels and Toes in Color 


A novelty that has a special appeal 
to the shoe store because it ties up so 
closely with shoes, is the stocking 
with contrasting heels and toes, to 
be worn with open toe and heel sandals. 
The photograph shows their effect on 
the foot. 

Various bright color contrasts are 
being shown in these stockings—red, 
green, blue, etc. But the most popular 
is the carrot-colored toe and heel, which 
ties in again with tan shoes and tan 
touches on shoes. This idea stemmed 
from two sources. The red toe which 
was an exotic French idea to stimu- 
late painted nails, and the contrast- 
ing heel which has been used success- 
fully in Spring stockings for street 


wear. 


Hosiery in Accessory Colors 


It looks very much as if pastel stock- 
ings were going to take hold this Sum- 
mer. One large group of shoe stores 
is also launching stockings in high 
colors and very sheer weights to be 
worn with white shoes and to tune in 
with other colorful accessories. These 
pastel stockings are especially attrac- 
tive with Summer evening and dinner 
clothes, where the delicate sandal 
shows up their colorings to the best 
advantage. 


And for the Children 


Color in children’s socks is big news 
this year and it’s due, so they 


tell us, to Shirley Temple. Up to now 
the white sock with colored cuffs has 
been the volume leader. Then came 
the big promotions of Shirley Temple 
fashions in every type of wearing ap- 
parel. The special selling drive in con- 
nection with the small star’s birthday 
put color on the map. These little cos- 
tumes used a wide range of interest- 
ing pastels and mothers began to cry 
for socks to match. Stores came into 
the hosiery mills with Shirley Temple 
dresses under their arms and matched 
them up in watermelon pink and aqua 
and other pastels that had always been 
limited and high-style before. Now a 
child can have color in her socks and 
Shirley Temple in her life for 25c. a 
pair! 


N.Y.S. Retailers Meet 


SCHENECTADY, N. Y.—The Capitol 
District Shoe Merchants Association 
were the guests of the Schenectady 
members, April 22, and 80 men and 
women gathered at the General Elec- 
tric restaurant and thoroughly enjoyed 
a beef steak dinner, after which they 
adjourned to Rice Hall and saw the 
“House of Magic” fully and capably 
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demonstrated by Mr. Richardson of 
the G.E. engineering force. 
President Meara officiated and John 
W. Mills of the Walkover Shoe Store, 
was chairman of arrangements. 
State-President T. Arthur Cohen and 
all the officers of the State Associa- 
tion living in this section were present. 


Contest for Beautiful Feet 


MILWAUKEE, WisS.—As a feature of 
National Foot Health Week, the S. J. 
Brouwer Shoe Co. announced a $50.00 
contest for the selection of the most 
beautiful feet in Wisconsin. The con- 
test started April 13 and closes May 8, 
and is held in the firm’s downtown 
store. 

Entrants are divided into three 
groups, namely, for women 18 years 
of age and older, for girls 12 to 17 
years of age and for boys and girls 
6 to 11 years of age. First prize in 
the various groups is $15.00, $10.00 
and $5.00 in cash respectively, and 
second prize $10.00, $6.50 and $3.50 
in merchandise respectively. In case 
of a tie, equal prizes are to be awarded 
to tying contestants. 

Feet are judged from the stand- 
point of normal beauty and the judg- 
ing is done in stockinged feet. Spe- 
cial window displays and advertising 
is being carried on in connection with 
the contest, and entrants are advised 
no purchase is necessary to compete. 


WHAT HAS 
LEGS GUT 
CAN'T RUN? 


NOW FEATURED BY 
LEADING STORES 


to build up their entire hosiery business 
PROVIDES A 42% MARK-UP 


Kum 


the new stocking that simply CAN NOT run 


Full-fashioned, cob-web spun, Jock-stitched throughout to 


positively lock out all runs. 


Now a major sales item in many leading shoe stores. The 
dramatic run-proof feature immediately interests your cus- 
tomers and provides the perfect transition from shoe sales 


to hosiery sales. 


Easy to sell, assured repeat business and a satisfying 


mark-up of 42% on each sale. 


Write for samples and tested merchandising suggestions. 


SCHUYLKILL VALLEY MILLS 
SPRING CITY, PA. - EMPIRE STATE BUILDING, N. Y. C. 








ANE SMITH went home one evening 
and kicked off her shoes. (Jane always 
kicks off her shoes when she gets home 
because, at the end of the day, her feet 
are tired.) She picked up a magazine—her 
favorite magazine. Idly she paged through 
it. The dramatic story of a new magic- 
soled shoe caught her eye. Fascinated, she 
read about this marvelous new shoe “that 
turns hard sidewalks into soft carpets.” 
Here was the shoe she'd been needing and 
wanting and looking for. Eagerly, she 
thumbed through the newspaper. She 
found the announcement of the local Air 
Step store... and the next day Jane 
tripped merrily along in Air Step Shoes. 
And of course she didn’t kick them off 
when she got home that night. 


PRICED TO YIELD A WORTH WHILE 


MARK-UP AT .... $ 5.50 


‘Wwewds Grose Gouge, 
MANUFACTURERS, ST. LOUIS 


Also Makers of Brownbilt 
and Buster Brown Shoes 
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85 Out of 100 Need Air Step 


This is no fable. It’s happening every day to 
someone. Eighty-five out of every hundred 
women are “Jane Smiths.” Eighty-five out 
of every hundred women do not need cor- 
rective shoes but are looking for smartly 
styled shoes that “will turn hard sidewalks 
into soft carpets” for them. 











Nationally Advertised 

That's why stores from coast to coast are ap- 
plauding Air Step Shoes. Air Step Shoes did 
not create the market—the market created Air 
Step Shoes. It is not a corrective shoe. It's a 
shoe smart enough to sell on style alone—a 
shoe with a shock-absorbing sole that can be 
easily and effectively demonstrated right in your 
own store—a shoe that is backed by the most 
powerful national advertising campaign ever 
put behind a new style shoe, as far as we know. 
That’s why it’s the fastest-mover that ever 
found its way to a dealet’s shelf. That's why 
it’s a positive profit producer. 
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Shoe VWeuws 


THIS WEEK IN THE SHOE TRADE 


SATURDAY, MAY 2, 1936 


NATIONAL NEWS 





Tanners to Hold Spring Conference 





Golf Tournament to Feature Entertainment Program When Council 
Gathers Next Week at White Sulphur Springs 


New YorK—In addition to the usual 
meetings and conferences devoted to 
the discussion of business and technical 
subjects of interest to the leather in- 
dustry, members of the Tanners’ Coun- 
cil of America will find an interesting 
program of recreation arranged for 
their entertainment when they gather 
at White Sulphur Springs, W. Va., for 
their Spring meeting May 7 and 8. 

The Sports Committee, of which 
Joseph W. Byron is chairman, and 
which includes in its membership Rich- 
ard Bernheim and Willard Helburn, 
announces the program for the Golf 
Tournament as follows: 

“PRESIDENT’S TROPHY. Competi- 
tion for the President’s Cup will of 
course be the major event in the tan- 
ners’ competition. The player making 
the best net score for the two days’ 
competition will be the winner of this 
trophy, and will have his name en- 
graved on the cup. Only members of 
the Tanners’ Council are eligible for 
this competition. 

“OTHER PRIZES. The following 
prizes for members of the Tanners’ 
Council will also be awarded: 

“1, Low Gross, 36 holes, Thursday 
and Friday’s play. 

. Low Net, 18 holes, Thursday’s 


; Low Gross, 18 holes, Thursday’s 


‘ Low Net, 18 holes, Friday’s play. 
Low Gross, 18 holes, Friday’s 


Kicker’s 
Thursday’s play. 

“7. Kicker’s Handicap, 18 holes, Fri- 
day’s play. 

“ALLIED TRADES. The Committee 
is arranging for prizes to be awarded 
to members of the allied trades, who 
are not eligible for the above competi- 
tion, as follows: 

“1, Low Net, 36 holes. 

“2. Low Gross, 36 holes. 

“3. Low Gross, Thursday’s play. 

“4, Low Gross, Friday’s play. 

“ALLIED TRADES CUP. Teams of 
tanners and members of the allied 
trades will compete for the cup donated 
in 1930 by Lucien and Milton Katzen- 
berg and John Andresen. This cup was 
won in 1930 by the Allied Trades and 


Handicap, 18 holes, 


in 1934 by the tanners. There should 
be some keen rivalry this year. 

“FATHER & SON JOINT SCORE. 
This is for those members who bring 
their sons. According to President 
Roosevelt’s statement last Monday 
night, we have to contend with the 
younger generation and no doubt some 
of the prizes will be won, as in the past, 
by the younger members. We will pro- 
vide a ‘Father & Son Joint Score’ class 
so that we can see whether the sons can 
really help the old man. 

“SURPRISE! The Committee has 
two or three surprise events on the pro- 
gram. For those golfers who don’t 
think they ‘can take it’ they may ask 
to be excluded from these events. 

“In case individual groups desire to 
compete by team matches, the chairman 
of the groups should get in touch with 
the committee as soon as possible in 
order that inter-group competition may 
be arranged. 





DATES TO REMEMBER 


Spring Meeting Tanners’ Council, White 
Sulphur Springs, Va........May 7, 8, 1936 


Fall Opening, Shoe Fashion Guild of 
America, Waldorf-Astoria Hotel, 
May 18, 19, 20, 1936 
Pre-View of Fashion, Hotel Morrison, 
Chicago, Ill. .............. June 1-5, 1936 


Boston Shoe Fair, Boston, Mass., 
June 8, 9, 10, 1936 
Ohio Shoe Retailers Association Conven- 
tion, Hotel Netherland Plaza, Cincin- 
June 14, 15, 16, 1936 


Wisconsin Shoe Retailers Association Con- 
vention, Park Hotel, Madison, Wis., 
June 14, 15, 1936 


California Shoe Retailers Association 
Convention, St. Francis Hotel, San Fran- 
June 15, 16, 17, 1936 


Pacific Northwestern Shoe Retailers Asso- 
ciation Convention, Olympic Hotel, 


Seattle, Wash. ....... June 21, 22, 23, 1936 


Illinois Shoe Retailers Association Con- 
vention, Hotel Pere Marquette, Pierre, 
Rae iran ey June 21, 22, 23, 1936 


Official Leather Opening and Style Con- 
ference for Spring, 1937, Waldorf- 
Astoria Hotel Sept. 14, 15, 1936 








Spring Leather Show Dates Fixed 


The Tanners’ Council of America and the 
National Shoe Retailers’ Association announce 
that September 4th and I5th have been 
selected as the dates for the Official Leather 
Opening and Style Conference for Spring, 
1937. The function will be held at the Waldorf- 
Astoria, New York. 





“In 1934 competition between calf 
and kid tanners turned out to be very 
interesting. 

“Competition as usual will be under 
the rules of the U S. Golf Association. 

“All ties will be settled by lot. 

“No player is eligible to receive more 
than one prize, with exception of the 
President’s Cup. 

“There will be in addition to the 
regular greens fee of $2, a nominal en- 
trance fee of $1 which entitles players 
to compete in all events except as 
ncted.”’ 


T. A. Creeden, New York 
Shoe Merchant, Dies 


SouTH ORANGE, N. J.—Timothy A. 
Creeden, president of Whitehouse & 
Hardy, Inc., owners of a chain of shoe 
stores in New York City, died April 25 
of a heart attack in his home here. He 
was 50 years old. Mr. Creeden was at 
his office in New York on Friday. 

Mr. Creeden was born in East Orange 
and attended Seton Hall Preparatory 
School in South Orange. After leav- 
ing school he entered the employ of 
Johnston & Murphy in a minor sales 
capacity. He later became a national 
sales representative of the concern, spe- 
cializing in selling shoes to college stu- 
dents. 

In 1903 Mr. Creeden became a sales- 
man for Whitehouse & Hardy. After 
holding several executive positions with 
the concern, he was made vice-presi- 
dent. Four years ago he was elected 
president of the firm. 

Mr. Creeden was a member of the 
New York Athletic Club, the Newark 
Athletic Club and the Canoe Brook 
Country Club. 

His widow, Mrs. Myrtle Philips 
Creeden; two daughter, Miss Margaret 
Creeden and Miss Eleanor Creeden, 
both students at Skidmore College at 
Saratoga Springs; a sister, Mrs. Flor- 
ence Atz of Montclair, and two broth- 
ers, George Creeden of Newark, and 
Dennis Creeden of Jersey City, survive. 
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Help Feet, New Foot 
Aid Company 


New YorK—J. Rosenfield, who for 
the past 17 years has been a sales rep- 
resentative of the Scholl Manufactur- 
ing Company, has organized his own 
company, manufacturing arch  sup- 
ports and foot specialities, under the 
name of Help Feet, Inc., with offices 
at 381 Fourth Avenue, this city. Man- 
ufacturing a full line of metatarsal 
insoles, arch supports and _ sundry 
other foot specialties, Mr. Rosenfield 
has representatives covering Greater 
New York, New Jersey, lower New 
York State and local Connecticut, with 
plans for further expansion in the 
near future, 

Selling only to department and re- 
tail shoe stores, Mr. Rosenfield feels 
that his new line will be a valuable 
asset to the shoe retailer what with 
the growing interest in foot health 
among the general public. 

Window display material, including 
stand-up cards and display platforms, 
has been prepared and is now avail- 
able to retailers handling this new line. 


Celebrates Silver Anniversary 


DALLAS, TEXAS Graham-Brown 
Shoe Co. is celebrating its Silver An- 
niversary this month. Fred A. Brown 
and Guy E. Graham of Parkersburg, 
W. Va., returning from a pleasure trip 
to Mexico 25 years ago hit on the idea 
of a wholesale shoe house for Dallas, 
and settled here. 

The company started with a paid-up 
capital stock of $150,000. This has 
been increased from time to time to 
take care of the growth of the busi- 
ness, and is now $400,000. During the 
quarter century, the company location 
has been enlarged several times. Ter- 
ritory covered by the firm’s 16 sales- 
men, who normally do an annual 
$2,500,000 business, includes Texas, 
Oklahoma, Arkansas, New Mexico, 
Arizona, Louisiana, Colorado and 
Kansas. 

One of Graham-Brown’s most pop- 
ular sellers in the Southwest is the 
Dr. Austin Arch Support, originated 
by this firm 20 years ago. 


L.A. Shoemen Support 


Convention 


Los ANGELES, CALIF.—The whole- 
hearted cooperation of the local retail 
shoe association and shoe manufac- 
turers’ group was given to President 
Melville Kaufmann of the California 
Shoe Retailers’ Association when he 
addressed a group meeting here at the 
Los Angeles. Athletic Club. A graphic 
outline of the new methods of con- 
ducting the coming convention of the 
California Retailers in San Francisco 
this coming June was listened to with 
considerable interest. Henry Wether- 
by presided at the luncheon, which 
was attended by 26 members of the 
local retail group. 
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First Berland West Coast Store 


1936 


Los Angeles, Calif.—More than 5,000 people jammed into the new Berland shoe store 


here on iis opening 
floor. 


It is the first of a group on the West Coast. 


day. This newest store in the Berland chain has 162 chairs on the street 


R. Goldberg is manager and is 


assisted by D. Deutsch. Mr. Goldberg came from the Berland store in Cleveland, while Mr. 
Deutsch was transferred from the Washington St. store in Chicago. 

Three days before the opening the windows were trimmed with a collection of midget shoes 
which were about an infant's size eight measurement. On the opening day, these small shoes 
were placed side by side of exact regular-sized models. This made a good window stunt, 


which attracted good-sized crowds. 





Plan Birmingham Shoe 
Retailers Association 


BIRMINGHAM, ALA.—Organization of 
a retail shoe dealers’ association may 
be effected here within the next few 
weeks. Plans are being perfected for 
the first meeting to be held at one of 
the downtown hotels one night within 
the next few days, at which time the 
possible organization of an association 
will be decided. 

“We need an association here the 
worst way. This Spring we are going 
to need it more than ever because there 
is every indication that because of the 
weather there is going to be a multi- 
tude of sales too early in the season. 
What we need to do is to get together 
and come to an agreement that no sales 
of whites will be held before a certain 
date,” said Herman Rosenberg, of Ca- 
heen’s. 

“As things now stand, none of us 
know what to do. We cannot go ahead 
with really progressive merchandising 
because we don’t know what day some- 
one will come out with a big sale on 
whites. None of us should have a sale 
before June at the earliest,” Mr. Ro- 
senberg added. 

Every shoe merchant in town will 
be invited to join the association which, 
in addition to eliminating premature 
sales, will do much toward elevating 
the shoe business in Birmingham. 

After the association begins func- 
tioning it is planned to hold an occa- 
sional luncheon at one of the downtown 
hotels, where all the shoe merchants 
and buyers may get together and really 
know each other. 

“T think it is a good plan and I’m for 
it,” said Joe Dannis, owner of the de- 
partment at the New Williams. 


Window Shows 8 
Steps in Tanning 


[CONTINUED FROM PAGE 34] 


skin for glazing, much as shoe polish 
prepares shoes for shining. The last 
step shows the glazing machine finish- 
ing the skin, giving it a fine gloss and 
polish. 

The colors of the display are arrest- 
ing without being gaudy. Light green 
and chromium are the basic colors, 
with chromium mouldings and illumi- 
nated panel on which is cut out, “8 
steps in tanning the finest Kidskin.” 
Also in chromium are the jar caps and 
backing for the photographs. A brown 
and white goat enlivens the top of the 
display. Spots of color, a bright red 
“kid” in the line “Evans Kid Leathers,” 
brilliant orange fluid in the fourth jar, 
a rich blue in the fifth, harmonize 
nicely with the general color scheme. 
Lights above the photographs and be- 
low each jar complete this attractive 
and arresting display. 


L. J. Hilger Retires 


HAMBURG, Iowa—L. J. Hilger, who 
has conducted the Hilger Shoe Store 
here for 37 years, has sold his stock 
to Win Brown and retired from active 
business. Mr. Hilger started his shoe 
store here in 1899 and was the oldest 
business man in Hamburg in point 
of years of service to the community. 
He built up his business from a small 
stock to one of the largest in this 
section. He knew the days of peg 
boots, high button shoes and the old 
congress gaiters. Mr. Brown will ship 
the shoe stock out of town to one of 
his stores. 
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This brand new line of ‘Sesinuiia 
for Fall will comprise 41 different 
shoes in both novelty and matron- 
ly styles, all of which will be carried 
in stock. It provides our customers 
with a splendid line of styleful 
shoes of quality construction to 
retail profitably at five dollars. 
Samples will soon be in the hands 
of our sales representatives. See 


this line at your first opportunity. 


/ No slip- . 
/ ping back 
' and forth 
..-Your heel © 
stays inits place. 


Your arch 
resis on a A 
cushion of y A 
pillowed 
comfort. 


J 


P.O, 


sages and ex- 
ercises your 4 
metatarsals [| 
tokeepthem | | 
, strong and 
\A. healthy. 


Q 
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Our setup of more than a thousand 
different styles includes complete 
feature lines of women’s shoes in all 
the popular price ranges, also men’s 
and boys’ dress and work shoes, and ; 
the nationally famous Poll Parrot line 
for children. Star Brand is America’s 


most complete line 





of quality footwear. 








OF QUALITY SROTWEAR 








ROBERTS . JOHNSON & RAND 


aenen of International Shoe Co 


ST. LOUIS, MO. 
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PULL THEM YOUR WAY— 
STIMULATE SALES WITH A MODERN 


ZOURI STORE FRONT! 











Coupon brings free illus- 
trated ca'alog and folder. 


Important changes are occurring—pro- 

ducts, packages, store fronts are being 

redesigned to appeal to people as they 
are today. Act now to modernize your 
store front—the ZOURI way. 

Zouri has just introduced a revolutionary 

new heavy (extruded) metal store front 

construction, the Zouri SPRING-SET Store 

Front. Here are some advantages : 

@ Spring-Set glass-holding members 
introduce a new measure of RESIL- 
IENCY and give superior protection 
against breakage. 

@ Simplicity and smart modern lines 
help create an effective front. 

@ New awning bars house the awning 
roll in a recessed box, entirely con- 
cealed, if desired, when out of use. 

@ New alumilite finish offers unique 
beauty and ease of cleaning. Occas- 
ional washing with soap and water 
keeps finish clean and lustrous. 

@ The entire front may be faced with 
appealing, modern Zouri metal. 





For full information see the Zouri Dis- 
tributor or write Zouri, Niles, Michigan. 


1~ZOURI, 
Send copy of Zouri catalog, and folder on new 
Spring-Set Store Front. 


I eee oO 


NILES, MICHIGAN 


8-5 








Address. 








| 
| 
| 
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Cut Out the Frills 


[CONTINUED FROM PAGE 28] 


and more prosperity and progress would be possible. 

The foregoing diatribe against clerkships in gen- 
eral follows an experience of going through the laby- 
rinthian buildings in Washington and seeing row upon 
row of cloistered clerks in slow motion and then find- 
ing out that another army of clerks would shortly 
come into Washington and add to the congestion. So 
we looked up the figures and found out that 6,700,000 
people are employed directly or indirectly in the busi- 
ness of government and receiving pay therefor—rang- 
ing all the way from village clerk to PWA worker. 

The grand total of persons available for work in the 
United States is 50,000,000 and that is at least ten mil- 
lion over the amount actually at work; but let’s take 
the large figure and lay down against it the number 
of government persons who must be paid out of the 
labor of these 40,000,000 or 50,000,000 wage earners. 
Approximately one person out of every eight is em- 
ployed in the service of government in one form or 
another. 

So to average it up, I find myself walking around 
carrying on my shoulders one-eighth of a man, like 
Sinbad the Sailor; and wondering whether he will 
increase or decrease in stature as time goes on. 

If I look at Germany I see the sinister figure of one 
man in every three working for the government and 
when we speak of government over there, we mean 
government-plus ownership of railroads, public util- 
ities and a hundred and one industries receiving orders 
from government rather than from private sources. 

Therefore if wasteful effort is not checked and re- 
duced, we will find that “clerical boondoggling” adds 
its burden on to the price of every article manufactured 
and sold in America. Let us therefore resist any fur- 
ther multiplication of the unnecessary things now being 
done by government, for if we are fully .on the road 
to recovery, we need to shake off some of the “make 
work” experiments and get down to the serious busi- 
ness of efficient and economic government. 


Striking Display Effects 

Detroit—Plunkett Brothers have recently altered 
the interior of their store, installing new walnut type 
shelving and changing the design with the use of a 
large columnar type mirror on either side of the 
store. These are the full portrait-length, and in three 
columns, joined at obtuse angles, as on the outside 
of a column, so that the mirrors are visible from 
any point on the floor. 

Over each mirror is a shadow box, illuminated, 
and used for strikingly effective shoe display, a little 
above eye height. 

Business for April has been considerably ahead of 


the same month last year. 
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Announce Foot Comfort Week 
June 6 to 13, 1936 


Cuicaco—The biggest campaign of its kind, in- 
augurated for the purpose of promoting the foot health 
of America, is announced by Dr. William M. Scholl, 
world noted foot authority. The week of June 6 to 13 
is designated as Dr. Scholl’s Foot Comfort Week. 

This event is to be well publicized this year. A 
full-page advertisement in the Saturday Evening Post 
will announce it in the June 6 issue; large advertise- 
ments in the American Weekly rotogravure sections 
and black and white in newspapers will further an- 
nounce this week to the American public. 

The entire field sales organization is also promot- 
ing this event, which will be further augmented with 
a record expenditure for dealer help material, dis- 
plays, streamers, cooperative advertising material and 
other sales helps. 

Close to 50,000 druggists cooperate annually with 
this big foot health drive—as well as hundreds of 
leading department stores and thousands of shoe stores 
and other retail establishments. 

Statistics say that seven out of every ten people 
have foot trouble. This tremendous campaign is cal- 
culated to awaken these people to the need for stepping 
into foot health this week—June 6 to 13—Dr. Scholl’s 
Foot Comfort Week. 


Modernizes Store Front 


Detroit—The McBryde Boot Shop in the David 
Whitney Building, at the intersection of Detroit’s two 
main shopping avenues—Washington Boulevard and 
Woodward Avenue—has completed the remodeling of 
its store front. No interior alterations were made in 
the store, which refinished the first floor interior about 
a year ago in a light natural finish design of woodwork. 

The window follows out the same design, using 
natural finish woods, in a variety of woods and 
shades. They have been selected with special atten- 
tion to making an artistic combination of the whole 
variety. The floor is finished, for instance, in a checker- 
board pattern of two-inch squares, made of light and 
dark woo alternating. This is bordered by mar- 
quetry woouwork in still other shades and graining. 
The walls are more simple, except for a pair of 
entrance doors on either side. (There are two win- 
dows, with a center entrance, on this store.) These 
doors are made in pairs, each about one by four feet 
and designed with architectural treatment like the 
front of a typical Roman temple, giving a mas- 
sive effect to the window itself—the return to the 
classical note in display construction. All this wood- 
work is in a matching finish to the lighter floor shades. 
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CUSTOMERS REACT TO THE 
ADDED SALES APPEAL OF 


NO. 1.975.556 


LEATHER FIBRE 
IN MEN'S HEELS 


“SPECTRO” HAS ADVANCED THE MANUFACTURE 

OF MEN’S HEELS BY YEARS. IT MAKES HEELS 

THAT STAND OUT. IT MAKES HEELS THAT ARE 
RUGGED—STURDY—SMART 


e 
BUYERS’ PREFERENCE FOR 
“SPECTRO” 
IS UNIVERSAL—IT'S NATURAL 
““SPECTRO" ADDS TO THE SHOES APPEARANCE 


e 
MEN'S HEELS OF “SPECTRO” / 


GEORGE O. JENKINS COMPANY 
BRIDGEWATER. MASS. 


Nici fulctn rs of 
LITY LEATHER FIBRES 
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Now Available 


Polly Shoe Holders. 


5|1 8 























Spring Price Tickets and | 
Window Display Cards... 


Write for circular illustrating samples of tickets, 
sales messages on display cards, Polly Clips and 
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| J. WEISS SHOE CO., INC. 
| ANNOUNCE THEIR REMOVAL 
ON MAY ist, 1936 


138 WEST BROADWAY 


Formerly 137 Duane Street 


On and after May 1st we will welcome all our customers, old 
and new, in our new showrooms where we are completely 
equipped to serve them with all the latest styles in women’s 
up-to-date novelties for Spring and Summer. 


new and larger quarters at 


NEW YORK CITY 


J. WEISS SHOE CO., INC. 























“R”: Pale yel- “QO”: White 
low board. De- board; design 
sign in me- in two shades 


dium blue. of green. 


Size: 1Y>” 


tickets. 
1 dozen 25¢ 6 dozen $1.10 12 





x 29,”—Prices on opposite page. 
Available in all the popular denominations and blank 


(Check with order, please, unless C. 
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Merchants Service Department 


209 South State Street, Chicago, Ilinois 





‘“P": White 
board. Design | 
in turquoise ] 


blue and rose. 







Say “Hello” to a 


good "Buy"! Stay 
at this ~~ ~ 
story hotel . 


dozen $2.00 coast-to-coast * pat- 


ronage |s your as- 
surance of safisfac- 
tion. Here, Times 

SQUARE ts all 
"ROUND you—just 
a stone's throw to 
"Radio City," 69 
theatres and rail- 
road terminals. 








OD. preferred) 






















A SMART SHOP helps 
to sell SMART SHOES 


- and there’s no quicker, eas- 
ier, less expensive way to become 


“tops” for sm 


McKay. 


niture. 





ritory than to modernize with 
Write for new litera- 
ture on America’s Smartest (and 
most comfortable) Chrome Fur- 


The McKAY CO., McKay Bldg., Pittsburgh, Pa. 


MCKAY “Bosture-Line 
CHROME-STEEL FURNITURE 





New York City 


45th Street, Just West of Times Square. 













re ulet, rich- 
Furnts ied rooms 
vith baths—= deep, 
soft "'sleepyhea 
beds and all up-to- 
the-minute conve- 
niences. Rates be- 
in as low as $2.50 
single—$3.50 doub- 
le. Write for reser- 
vations to insure 
choice accommo- 
dations. Ask for 
- i; 2 el 





































W. Stiles Koones, Mgr. 












artness in your ter- 








<_< = Convenient 


—to Shoe District— to Theatres 


— toTransit Facilities— to SmartShops 


fp MODERNIZED ROOMS 
SINGLE ne 
with Bath 





, 8 DOUBLE 
3 with Bath ‘f° 


$42 | 





















CHOICE SAMPLE ROOMS 
COULON-LA FRANCHE MANAGEMENT 
GEORGE A. TURAIN, General Manager 


Fee ore TOUR AINE 








To Make Shoes Water-Proof 


PROVIDENCE, R. I—The Everett & 
Barron Company, well known as manu- 
facturers of shoe dressings, have 
opened a new plant in which will be 
made a full line of water-proofing 
compounds for the treatment of upper 
leather, sole leather, shoes, belts and 
harness—to be*sold to the retail trade 
and, in bulk, to tanners, shoe manu- 
facturers and other factories which 
turn out lines of leather goods. 

The new line is the result of exhaus- 
tive laboratory tests and market sur- 
veys conducted over a period of several 
years and will be made under the 
supervision of M. A. Huyler, for 





eighteen years the superintendent and 
chemist for the Viscol Company of 
Cambridge, Mass. In the new factory, 
at 428 Kinsley Avenue, this city, has 
been installed new, specially-designed 
equipment. It will be known as Fac- 


tory No. 3. 





New Ground Gripper- 
Cantilever Store 


CLEVELAND, OH10—Murray C. Peter- 
sen, veteran shoe man who was re- 
cently engaged in the shoe business at 
Toledo, has purchased the Ground 


Gripper-Cantilever Shoe Co. store at 
1250 Huron Road, and moved the busi- 






ness into a new store at 1925 East 
Ninth Street. Opening at the new lo- 
cation was celebrated on March 30. 
The store is completely modern with 
men’s and women’s departments about 
equally divided. Eggshell ceiling, 
green side walls, and shelves of tan 
boxes offer a harmonizing color scheme. 
A mammoth mirror at one end has 
the effect of doubling the size of the 
shop. Upholstered settees are used to 
seat the ladies, with club chairs for the 
men. Plush carpet and crystal lighting 
fixtures complete a rich atmosphere. 

The store will have Dr. W. F. Reis 
as chiropodist and a special room has 
been set up for his services. 
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Caters to Outdoor Workers 


Detroit—Shoes occupy a major place in Louis 
Kramer and Sons, one of the oldest downtown stores 
in Detroit remaining in the direct ownership of a 
single family. At 673 Franklin Street, this store still 
has the atmosphere of a general store of the days 
when it was founded—1868. In fact, Walter Kramer, 
the present proprietor, calls it “a small town store 
in a big city.” 

The store carries a line roughly similar to that of 
a general dry goods store, with the addition of to- 
bacco and candy lines, at present. About one-fourth 
of the space of a store about 50 by 80 feet is devoted to 
the shoe department. 

A good stock of workingmen’s shoes is kept on 
hand, and sales are made today primarily to the 
outdoor worker—the lineman, the truck driver, and the 
like. Formerly, the trade of the store was largely 
among seamen and railroad workers. It is a_ block 
from the waterfront, and a block from the Grand 
Trunk railroad yards, admirably situated for both 
trades. This trade has dropped off, and Kramer caters 
largely to the taste of the outdoor worker today. 

The store was founded in 1868 by Louis Kramer. 
He retired to go into another line of business about 
1900, and his two sons, Walter and Richard, who 
had been associated with it since infancy, took over 
the store, operating it as a partnership. In 1934, 
Richard Kramer died, and Walter has been sole 
owner since that time. 

The store is in an out of the way street of the down- 
town sector, but is well located to draw parking trade. 
Little but industrial traffic passes by here, and this 
is precisely the trade that Kramer wants to attract. 


Pastels in Minneapolis 


MINNEAPOLIS—Pastel shoes in linen, patent, and 
buck have been selling very well at the shoe depart- 
ment of The John W. Thomas Co., in spite of the 
zenerally-delayed white shoe season in Minneapolis. 
All are sandal styles, with linen the most popular 
fabric and patent the second. 

The most interesting activity in white shoes at 
Thomas’ has been the great popularity of their Arch- 
Health shoe. Sales have increased 12 to 15 per cent 
each month since the new styles were introduced in 
January. Some styles cannot be kept in stock. The 
shoes in question combine unusually smart style with 
comfort. There has been no great advertising promo- 
tion. Customers come in and volunteer the informa- 
tion that their friends had insisted that they see and 
try on the shoes, 

The customers are as varied as the sales: a great 
many are high school and university girls, for the 
low-heeled fringed apron sports styles; there are many 
young matrons; the typical sensible shoe buyer, while 
many, are exceeded by the younger, formerly high- 
heeled shoe type. 





TUBUT In Stock 


No. 1573—White Kid, Self Stitched. 
160 Last, 16/8 Continental Covered Heel. 


4.) RETAILERS ..WITH A POSITIVE PROFIT 


HOGE-MONTGOMERY CO. Ine. 


FRANKFORT KENTUCKY 


THE SHOE BUYING CENTER 
IN NEW YORK 


the crossroads of the trade .. where 
the seasons newest and most diquilicunt 
shoe styles are now on display. 


Shop the po @ Building for authen- 
tic shoe sty @ showrooms of the 
shoe industry's leading manufacturers 
. conveniently assembled under one 
oof . .. offer you a splendid oppor- 
tunity to look before you buy. 


1328 BROADWAY ar34"ST 


DS.MACDONALD Mer. wy YORK 





EE EE ETE 


Men's Shoes 


ETE 


“HIGHEST — ONLY" 
EAST WEYMOUTH, MASS., U.S.A. 





Ce 


Liquid Wax 


Oh 6 Pst OP 


CHIScGED 





Lieatd “SHOE. WAX 


Dries glossy but does 
not contain shellac. 
Made of pure wax. 


@ Does not crack 
@ Preserves 
@ Waterproof 


Revolutionary — easier 


Goods Now! 


FRANKLIN RESEARCH COMPANY 
5134 LANCASTER AVE., PHILA., PA. 


FREE SAMPLE ON _ REQUEST 


6 Oe, FF FF FE TO 


Shoe Cleaner 


Oe 8 ee OF 


WE'RE NOT 
KIDDING 


x derell 


WHITE 


KID 
POLISH 


++. preserves and restores the 
original beauty of White Kid 
.. keeps it soft and supple .. 
prevents yellowness. You 
can guarantee it. 


A Best Seller for Years 


V/=1 4-3 Boe Barron (0 








AT 
RETAIL 








PROVIDENCE, R.!}. TORONTO, CAN. 








Opens Men's Shoe Store 


CLARKSBURG, W. Va.—A. J. Klyza, 
who has been in the shoe business for 
the past ten years, has opened a men’s 


shoe store at 329 W. Pike Street. 
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On the Road With Shoes 


News of Travelers and Associations 


Paul S. Lippincott Honored 
by Philadelphia Travelers 


PHILADELPHIA, PA.—It is not always 
true that “a prophet is not without 
honor save in his own country.” The 
testimonial luncheon tendered to Paul 
S. Lippincott, recently elected to the 
vice-presidency of the National Shoe 
Travelers’ Association, by his fellow 
mmebers of the Philadelphia Shoe 
Travelers’ Association at the Hotel 
Adelphia in this city on Saturday, 
April 18, gave ample evidence that his 
fellow shoe men, working beside him 
day by day, also appreciate his high 
character. 


PAUL S. LIPPINCOTT 


The luncheon was attended by near- 
ly every member of the Philadelphia 
organization, as well as several guests, 
among them James Scanlon, a former 
president of the National Shoe Trav- 
elers’ Association, although not now 
in the shoe business; George DeCou 
of the former Philadelphia house of 
DeCou Bros. Co., Mr. Lippincott’s first 
employer, and William A. Dixon, pres- 
ident of the Dixon-Bartlett Co. of 
Baltimore, with members of his staff, 
the last named being the house with 
which Mr. Lippincott is at present 
associated. 

Following the luncheon, which was 
accompanied by a varied and inter- 
esting entertainment, Mr. DeCou, the 
first speaker, said that Mark Twain 
was right when he said that a man 
should be careful in the selection of 
his ancestors, and drew attention to 
the fact that the first ancestor of the 
honor guest came to America in 1640 
to escape the persecution of the So- 
ciety of Friends, of which he was a 
member, and that ever since then the 
line has been exemplification of the 


characteristics of loyalty, integrity, 
industry, reliability and humanity, so 
well maintained by its present repre- 
sentative. He went on to demonstrate 
these things by the business associa- 
tion begun when Mr. Lippincott was 
first a stock boy at $4.00 per week 
and through the twenty-two years of 
his connection, until he resigned to 
join the staff of the Dixon-Bartlett 
Co., with which he is now associated. 

Mr. Dixon, of the last named firm, 
took up the narrative and in a very 
happy vein carried on the story, ex- 
pressing their own appreciation of 
his merits. 

Other speakers who added their 
word to those of the two named were 
Messrs. Thomas Scanlon, Delamater, 
Fitzpatrick, Tankerley, Oberfield, 
Scott, Mensch, Koons, McClelland, 
Dallas and Taylor. 

Charles Scanlon, toastmaster, con- 
ducted the program with wit and 
pertinence, and Mr. Horowitz, presi- 
dent of the Philadelphia Association, 
presented the guest of honor on be- 
half of all of the members with a 
very handsome traveling bag. 


Coleman With Bona Allen 


Burorp, GA.—Frank E. Coleman 
has joined the sales staff of Bona 
Allen, Inc. Mr. Coleman will cover 
the middle western cities, including 
Chicago, St. Louis, Cincinnati, Mil- 
waukee and St. Paul. He is a man of 


FRANK E. COLEMAN 


wide experience as a traveling sales- 
man. Mr. Coleman will call on the 
trade with Bona Allen’s Fall line of 
men’s and boys’ boots and shoes. He 
will be in his territory about the first 
of May. 
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Peter J. Meyer of Dayton 
Honored at Birthday Dinner 


DAYTON, OH1I0—Peter J. Meyer, bet- 


ter known to his host of friends as Ln %o wi Laid 

“Pete,” was the guest of honor at a e 

birthday dinner meeting of the Dayton , e e@ e 

Shoe Retailers Club held April 15 in A nt - t on 
the Hotel Gibbons. The event was to l r 1C 1 
celebrate Pete’s 70th birthday. There 

were 32 shoe men present. S la oO e 


Prior to calling on the honor guest, 
R. E. Downs, manager of the Dayton 
store of The Nisley Company, read a Ration nemeabhecenentenendiitmeies 
poem he wrote about Mr. Meyer, as each other. Sa cdunaey chews, Gigton beeen’ 5 


the foot working back and forth. The Anti- 
follows: Tape eliminates this. 











The foot is kept in its proper position in 
the shoe and throughout the entire life 
of the shoe. 











“In eighteen hundred and sixty-six The Patented Anti-Friction Tape is built into 
The country seemed in an awful fix, the shoe, goes around the foot, and is securely 
General Sherman said “War is hell.” estened to the upper ot the eyelet sow. 

And over the country for quite a spell 








The inside lip of the specially moulded inner- 


There was cast a shadow of sheer de- sole is regulated by the Patented Anti-Friction Tape 
spair; which is adjusted by lacing the shoe. 
Then something happened to clear the 


air. Made over “Combination” lasts which give 
better fit to more people than any other last ever 
modelled. 











A boy was born with a happy smile 

To cheer the world for a long, long 
while. , 

The Dayton Shoe Club will seek a 
plan 

To have this boy born over again. 

One thing sure, no one ever tires 

O’ the smiles that belong to our Pete 
Meyers.” 








Pete gave an outline of his experi- 
ence in the shoe business, indicating 
that he started in 1899 at 103 South ' ae Arches vary, but the Dr. Geo. R. Davis 
Jefferson Street, where he remained Anti-Friction shoes fit them all. 
some 28 years. In 1914 he was burned 
out at that location. Pete started a 


second store at 19 East Fourth Street. Mien your corrective shoe 


Se SS ee merchandising program upon the firm foundation of 


Later, a third store was opened on a shoe that has been time tested and approved by 
Fifth Street and a fourth made its ap- 

pearance at 44 West Third Street, thousands of wearers. - 
where Mr. Meyer erected a building of In your own local market there are new sales and in- 


his own. This last store was later leased creased profits plus the establishment of a permanent 


to the Petot Shoe Company. ° ee ° 
= di leila ~~ repeat business awaiting you on the sales merits and 


Peie disposed of three of his stores, | consumer satisfaction of the Dr. Geo. R. Davis Anti- 
keeping the one at his present location ict 

at 19 East Fourth Street. He is still Friction Shoe for Men and Women. , 
president of the Harry Buck Stetson 33 Smart new styles in stock from which you can draw 


Shop in this city. e os ° 
les ae tenis Hee dies ta: eemnad in minimum pairs to keep investment low and backed 


ation affairs and served for a year as by an aggressive advertising dealer service to help 
president of the Ohio Valley Shoe Re- you get consistent turnover. 

tailers Association. He is also a past ¢ 
president of the Dayton Shoe Retailers Start today to build for tomorrow. 
Club. 

Born in Logan, Ohio, Mr. Meyer came 
to Dayton in 1899. He is one of the Write for Agency Plan for 
best-known shoe retailers in the mid- localities where representation 
west. During his talk, he recalled a 
bear steak dinner he gave to the shoe 
men in Dayton and vicinity three years 
ago which was attended by 65 persons. Exclusively Manufactured by 
He had killed the bear himself in the 


Jackson Hole country in Montana and ‘THOMPSON BROS. SHOE Oo 


he has promised to bring back a big FINE SHOEMAKERS e 


buck deer next fall. 

Pete lives in his country home on a BROCKTON 
two-and-a-half-acre tract, where he will 

) MASS. 

entertain the shoe men next July. He CAMPELLO, a 

is a big-game hunter, as well as an 


ardent fisherman, having also tried his 
[TURN To PAGE 64, PLEASE) | SEs 


An unbroken record of Built- 


° In-Quality for over 55 years. 
is still open. 

















i i ll ee ell 


Riding Boots 


6 6 Fo Fs EP 


ENGLISH 
RIDING 
BOOTS 


Tan or Black, 
for Ladies and Men 


Write for new catalogue to the 
English Bootmakers 


MANFIELD & SONS 
1636 Ranstead St., Phila., Pa. 
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Shirley in Life Size 








1936 











A life-size cut-out of the diminutive screen actress, plus a panel on which her photographs had 

been mounted, were used in dressing the Shirley Temple Shoe window recently seen in Turrell’s, 

Seattle, Washington. The shoes themselves, made by the Green Shoe Mfg. Co. of Boston, and 

mostly whites, were displayed on stands cut out to represent cartoon-like figures of a pirate, 
a bell-boy or page, a gnome, an elephant and a donkey. 





_ LARGEST FLOOR STOCK 


Kirkendall 


BOOT Co. 
Omeha, Nebraska 
Exclusive Manufacturers 
Catalog on Request 
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Sport Shoe Leathers 


i i ie i ied 





tomers 


SLATTERY 'S 


COLORS 





An Aniline dyed heavy sueded leather 
for men’s and women’s sport shoes. 


SLATTERY BROS. 


TANNING CO. 
SALEM. MASS. 


210 SOUTH ST. 


BOSTON,MASS. 





Peter J. Meyer Honored 


[CONTINUED FROM PAGE 63] 
hand for sailfish off the coast of 
Florida. 

Louis A. Miller, president of the 
Dayton Shoe Retailers Club, presided, 
and in addition to announcing that the 
next meeting will be held May 13 at the 
Northmoor Country Club, he made it 
known that E. Clarke King, Jr., Dayton 
correspondent for BooT AND SHOE RE- 
CORDER, is a candidate on the Demo- 
cratic ticket for nomination at the 
Primary Election on May 12 as a State 
representative to the General Assembly. 














Central Shoe Radio Program 


NEw YorkK—The Central Shoe Com- 
pany has inaugurated a radio program 
in New York over station WHN at 
5 p. m. on Wednesdays, Thursdays and 
Fridays. The program is of 15 minutes 
duration and features the story of 
Robin Hood and his Merry Men, a tie- 
up with Robin Hood shoes. 

Central signed a 26-weeks contract 
and after 52 periods of the Robin Hood 
program they will start a new series 
called the Old Scout Master, who will 
spin yarns about subjects that will in- 
terests boys and girls, and will also tie- 
in the Official Boy and Girl Scout shoes, 
as well as the Robin Hood shoes. 

A feature of the program is that it 
ties up the dealer in the broadcast. Each 
night five or six stores are mentioned 
and their addresses given. 

Stern Brothers in Manhattan and 
Francis Rogers & Sons in the Bronx 
tie up the broadcast with Robin Hood 
ads in the New York Daily News and 
the New York World Telegram. 

To each child who sends in a label 
from one of Central’s products to sta- 
tion WHN, a prize is sent free by West- 
ern Union Messenger Service, a bow 
and arrow set or an airplane to the 
boys, and a jump rope to the girls. Cen- 
tral reports a great response from the 
dealers and as the program is going to 
run a full year, it looks like Robin 
Hood shoes will be known in New York 
and the East. 


Whites Open in Des Moines 


Des MOINES, Iowa.—Des Moines re- 
tail shoe dealers chose April 26 as 
the date for Spring white shoe pro- 
motion. On that date practically all 
shoe stores and shoe departments in 
the city were represented with white 
shoe advertisements in the Sunday 
issue of the local daily paper. 





Wanamaker's Men's 
Store Remodeled 


NEw YorK—The street floor of John 
Wanamaker, on Broadway between 
Eighth and Ninth Streets, New York 
City, has been entirely remodeled and 
the firm has incorporated on this floor 
a complete men’s store which they 
claim is the largest in the world. 

The new men’s store is complete with 
everything a man can wear, use or 
play with, using the words of the store. 
Besides men’s furnishings, a complete 
sporting goods department is also in- 
corporated in the new men’s floor. 

The men’s shoe department, in 
charge of E. J. Smith, is directly op- 
posite the Broadway entrance near 
Eighth Street. A complete line of 
men’s shoes in both popular and qual- 
ity price brackets is carried. 

The new men’s floor has been com- 
pletely remodeled and redecorated with 
an entirely new outlay. The floor is 
covered with a light tan linoleum and 
this color scheme is carried out in the 
counters and walls. The counters, made 
of a light tan grained wood with 
built-in display cases, are backed up by 
the stock cases, finished in the same 
wood as the counters, in which the 
merchandise is displayed and set off by 
hidden lights. 

The name of each department is pro- 
claimed by a sign at its entrance, with 
the letters painted a dark brown to 
contrast with the light tan background. 
The same sort of signs are over the 
display cases in the department naming 
the type of merchandise. 

The walls of the new floor are 
painted a light tan to about seven- 
eighths of their height. The rest of 
the wall and the ceiling are white with 
low-hanging indirect illumination, the 
whole making up a modern, well- 
designed retailing establishment. 
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TO GRASP WITH A GIANT'S 








Givinc a reader firm grasp on the things that help him in cost con- 
trol, and strengthening his grip on store practice from every method-modern- 
izing angle, Boot and Shoe Recorder does a giant's job "‘jelling'' into type 
each week the trade developments that are vital to the shoe retailer, sales- 
man, and manufacturer. 


CLUTCH YOUR MARKET 
WITH A GIANT’S GRIP 


The giant total of 600 million dollars is spent by the subscribers of this publi- 
cation annually for shoe store merchandise. 


That is 85% of all sales made through shoe stores and shoe departments. With 

® a single medium—Boot and Shoe Recorder—85°%/, of your greatest possible 
sales volume is within your grasp. It is the lowest cost selling you can do be- 
cause of the giant coverage you grip when you set a new sales pace with 
sales space in 


BOOT AND SHOE RECORDER 


The Great National Shoe Weekly 


A Chilton Publication 


When writing advertisers please mention Boot and Shoe Recorder 
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Dancing Shoes and Taps 


OE FP ES 


Pat. Tap Slippers 
IN STOCK 















SCHWARTZ & HERDER, INC., MFGRS. 
70-72 N. 4th St. Philadelphia, Pa. 








BLACK CALF 
PAT. LEATHER 


Women's 
A-B-C 244-8 
$1.55 





Misses’ 
A-B-C 114-2 
$1.45 


Owens SHOE Co. 
28 Goodhue St., Salem, Mass. 
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Pumps In Stock 





STICKER 









on Bes Pum 3 






































20/8 SEAMLESS 17/8 SEAMLESS 
5 hite Grain Kid 2442—Blaok Patent 
6 lack Patent 1242—Blue Kid 
1 Blue Kid 1442—Black Baby 
7 lack Baby Calf Calf 
i S Kid 5442—Brown Kid 








21—White Crepe 3442—White Grain 
1021—Black Crepe Kid 
20/8 D'ORSAY 
6433—Blaek Patent—Round Toe 


ALL INSTOCK ALL $3.25 
ALL AAAA to C ALL 2 to 10 


GREGORY & READ CO. 


“AYNN MASS. 





















New Marblehead Firm 


MARBLEHEAD, MAss.—The New Eng- 
land Slipper Co. has taken space in the 
Association factories, and will make 
men’s shoes by the McKay process in 
addition to slippers. 

The company was formerly at 63 
Mulberry Street, Lynn. 
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Boston—More than 2000 of the per- 
sonnel of the United Shoe Machinery 
Corporation, as well as executives and 
guests, listened to an impressive con- 
cert program by the U.S.M.C. orches- 
tra, composed of employees and execu- 
tives, at fifth annual get-together of the 
big corporation’s “family” in the ball- 
room at the Hotel Bradford. 

A surprise number was “Evening 
Song,” composed by Joseph C. Stout, 
director of the orchestra and manager 
of the Boston office. It was dedicated 
to the memory of the late Edwin Per- 
kins Brown, former president of the 
corporation. 

Before this number was given by the 
orchestra, the lights were dimmed and 
then gradually flickered out until only 
the silvered model of the United Shoe 
Machinery building on the back wall of 
the stage stood out. Then the doors of 
the model folded back to display on a 
panel a framed painting of Mr. Brown, 
which was thrown into bold relief by 
a spotlight. The painting was by Wil- 
liam Paxton. 


~~ Boston Herald. 


The audience sat silent. The orches- 
tra, during the lull, with Mr. Stout di- 
recting, and Sidney W. Winslow, Jr., 
president of the corporation, as master 
of the drums, softly repeated the “Eve- 
ning Song.” 

The “Evening Song” was next to the 
last number and one of the most im- 
pressive. Its reception must have 
pleased Charles T. Cahill, stage man- 
ager, who had spent many weeks in pre- 
paring the surprise. 

Rolland Tapley, first violinist of the 
Boston Symphony orchestra, who 
coached the U.S.M.C. Boston office or- 
chestra of 38 pieces, was the guest solo- 
ist. Dancing followed the concert. In 
the dance program, as well as in the 
concert program, the members of the 
“family orchestra,” whose members are 
all amateurs, played with skill seldom 
witnessed in orchestras of this type. 

Prior to the concert, the orchestra, at 
its annual dinner in the hotel ballroom, 
presented Mr. Winslow with a drum and 
stick and set of cuff links. 

[TURN TO PAGE 69, PLEASE} 
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THE NEW “WALLED” LAST 
AND BOX TOES 


The box toe must be relied upon in the 


finished shoe to reproduce and preserve 
the clean-cut and well-defined lines of the 


Walled Last. 
THE QUALITY BOX TOE 


Celastic Box Toes are pre-eminently satis- 


factory in accomplishing this result. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 





When writing advertisers please mention Boot and Shoe Recorder 
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Women's Shoes 
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LUMBARD “ 


Modern Turn Shoes That Fit 


WILL NOT GAP 
a mtg New erupts 
An Ee SA SSTOCK’ catalog 5 
LUMBARD SHOE CO MAIf 


TURNS 





es me 8 tO ED 


Children's Footwear 
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MBS. DAY’S IDEAL BABY SHOES 
Infants’ Soft Soles.. 0-3 


intermediates ...... 1-5 
Flexible Hard Soles. 2-8 
Send for In-Stock 
Catalog 


MRS. DAY'S IDEAL BABY 
Locust St. Danvers, Mass. 











IN-STOCK 


Branded or Unbranded 
NAHM-0-PEDIC 


Se DT aad eike—61.75 
a Ghar tg mg 

. Tan Etk—$2.00 
pe 357—8'/2—12 
539. White Elk 







i a Va— 


LK TESTEL | 





B.C.D. White Elk 
—$2.00 





A new NAHM-O-PEDIC shoe. Built over new lasts 
and patterns scientifically correct along most modern 
lines. 
NAHM BROS. SHOE MFG. 
Swanson & Ritner Sts., tolladsiphia 


Obituary 
Andrew J. McShane 


NEW ORLEANS, La.—Andrew James 
McShane, former mayor of New Or- 
leans, who for years was sole owner 
of a large hide business, died at his 
home here on Friday. He was famous 
for the fact that he never borrowed 
a dollar to run his enterprise. His 
personal endeavors had been to place 
this city on a business basis so it 
would be unnecessary for the munici- 
pality to borrow money at any time. 

Mr. McShane was a self-made man, 
having but limited educational) advan- 
tages, as he entered the employ of a 
hide-dealing establishment at the age 
of nine years when he became an 
errand boy, having been left father- 
less. At the age of fourteen, he was 
made a traveling salesman, a position 
in which he made a success from the 
start. When 19 years of age, Mr. 














McShane was taken into the firm as 


| 
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BOOT 





On World Tour 














Mrs. D. W. Landon (center), wife of the 
treasurer of Scholl Mfg. Co., Chicago, photo- 
graphed at Rio de Janeiro on the first leg of 
a ‘round-the-world tour. Accompanying Mrs. 
Landon are Mr. and Mrs. Rodriguez, the 
former being manager of the South American 
branches of the Scholl organization. 





a partner and two years later he be- 
came sole owner of the establishment, 
12 years after starting as an errand 
boy. Through his efforts, the firm be- 
came the largest and most successful 
of its kind in New Orleans and today 
it is known to the leather and hide 
industries of the entire United States. 

Mr. McShane is survived by his 
widow, formerly Miss Agnes Bruns, 
to whom he was married April 4, 1918, 
and by their daughter, Miss Rosemary 
McShane, 15 years of age. He was 
71 years old. 

Funeral services were held in the 
church of Our Lady of Good Council, 
of which he was a life-long member, 
and interment was in Metairie Ceme- 
tery. 


Frank J. Bradley 
HAVERHILL, Mass.—Frank J. Brad- 


ley, until his retirement several years 
ago, one of the best-known shoe manu- 
facturers in the country, died at his 
home in this city on April 19, follow- 
ing a brief illness. Funeral services 
were held at the family residence, 170 
Mill Street, on Tuesday, April 21, 
and burial was in the family lot in 
the Linwood Cemetery. 

Mr. Bradley was born in Methuen, 
Mass., was graduated from the Haver- 
hill High School, then engaged for sev- 
eral _years in the fruit business in 
Florida. He returned North in 1884 
and for four years was secretary to 
the president of the Boston & Maine 
Railroad. Later he entered the em- 
ploy of the Hazen B. Goodrich Com- 
pany and eventually took over control 
of the business in 1918, remaining 
as its active head until his retirement. 
He was, also, active in the affairs of 
the New England Shoe and Leather 
Association and the Nationa] Boot and 
Shoe Manufacturers’ Association. 





AND SHOE RECORDER, May 2, 





1936 









NIA 


TRADE MARK RESISTE RZD 
The perfect leather innersole 





The manufacturer who 
uses Van Tan is giving 
you the finest innersoles 
money can buy. He pays 
more for them because 


they are worth more— 





to him and to you. 






VAN TASSEL 


LEATHER COMPANY 
NORWICH, CONN. 


also manufacturers of 


LEATHERPLUS 


completely waterproofed outersoles 






















































Mr. Bradley is survived by a son, 
Everett T. Bradley, now a member of 
the shoe manufacturing firm of Bradds, 
Inc., of Haverhill, and by a daughter, 
Mrs. George W. Langdon, Jr., also of 


Haverhill. There are seven grand- 


children. 





Thomas F. Fleming 


NORTHAMPTON, MASS.— Thomas F. 
Fleming, 59, prominent retail shoe 
dealer here, died at his home, April 10, 
following a heart attack. He had not 
been in good health for some time. 

He leaves his wife, two brothers, 
William J. of this city, and Matthew 
Fleming of Providence, R. I.; two 
sisters, Mrs. Elizabeth Scully of Pitts- 
field, and Mrs. Harry Durgin of 
Peoria, Ill. 

Mr. Fleming was born in Pittsfield 
and came to this city 28 years ago. 
He had been in the retail shoe business 
on Crafts Avenue for the past 25 
years. His brother, William J., is in 
the shoe business on Main Street. 





James A. Snyder 


CEDAR Rapips, Iowa—James A. Sny- 
der, a pioneer shoe dealer, died at his 
home here on April 13. He had con- 
ducted a shoe store here at the same 
location for more than 40 years, when 
he retired a few years ago. A niece, 
Mrs. Ollie Boyd of Morrison, IIl., i 


the only surviving relative. 





> & 
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Display Equipment 


Fe 


ME DISPLAYER 


No. K307. Useful — Impressive! 
Gives your display that eye-cateh- 
Lae PA circle. Complete 


ides glass shelves. $16.95 Each 
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Lawson was with Bona-Allen for a 
period of 10 years. During this time 
he gained a wealth of shoe experience, 
both in factory and sales work. He is 
well known and has a host of friends 
among large shoe buyers and, likewise, 
with shoe manufacturers. 

Mr. Lawson started on his first trip 
with the Fall line of Winthrop shoes 
early last week. An unusual announce- 
ment, artistically printed on high qual- 
ity note paper, informed the retailers 
of his territory of his new connection. 











2000 Enjoy U.S.M.C. Party 


[CONTINUED FROM PAGE 66] 


The program of the concert was: 


1.—Selections from “The Student 
Prince” 
2.—Valse Triste, Op. 44 Sibelius 
3.—Finlandia, Op. 26, No. 7... .Sibelius 
4.—Concerto No. 1 in G Minor, for. 
Pianoforte and Orchestra, Op. 
25, Andante, Presto... Mendelssohn 
Joseph Stout, Pianist 
Rolland Tapley, Conductor 
5. —Intermezzo from “L’Arlesienne_ 


6.—Hejre Kati 
Adagio Religioso 
Minor Concerto)......Vieuxtemps 
Jota de Pablo Sarasate 

Rolland Tapley, Violinist 

Howard Slayman, Accompanist 

7.—Evening Song 

(Dedicated to the memory of Edwin 

Perkins Brown) 
8.—American Patrol.........Meacham 


The committee in charge of the pro- 


gram included George H. Knight, busi- 


ness manager; Arthur W. Moffatt, trea- 


(from D 


urer; Arthur M. Clarke, chairman of. 


the ticket committee; Charles T. Cahill, 
stage manager; Albert L. Neff, assis- 
tant stage manager, and William A. 
Sprague, properties. 

The ushers were William J. White, 
chief usher; William H. Besson, Leslie 
L. Broadbridge, Maurice F, Dinneen, 
John R. Dunphy, James W. Frederick- 
sen, George E. Lane, Fred W. Laudin, 
George A. Lees, Parker E. Marean, Jr., 
Warren MacCullum, Ralph S. Mac- 
Neilly, William F. Meara, Thomas L. 
Morrison, Clement G. O’Brien, J. Henry 
Patteson, 3d, Arthur J. Roberts, 2d, 
John R. Sinclair, Jr., William G. Taylor, 
Edward J. Thornton, Jr., and John S. 
Way. 


Sam Lawson with Winthrop 


St. Louis—Sam Lawson, formerly 
with Bona-Allen, of Buford, Ga., has 
joined the sales force of Winthrop 
Shoe Company, St. Louis, and will 
cover the southeastern States. Mr. 


William Pidgeon, Sr. 


Fairport, N. Y.—William Pidgeon, 
Sr., 89, who for 65 years was an active 
member of the shoe trade, being con- 
nected with both the manufacturing 
and retailing of footwear, died April 14 
at his home here. A large delegation of 
shoe men, friends of the deceased and 
of his son, William Pidgeon, Jr., who 
has conducted the business started by 
his father, since 1925, attended the 
funeral. 

Mr. Pidgeon, Sr., was born in Devon, 
England, and learned shoemaking 
there. He came to America in 1872 and 
opened a shop in Meadville, Pa. He 
moved to Rochester, N. Y., in 1879 and 
became associated with Cowles, Curtis 
& Wheeler, shoe manufacturers and the 
first firm in Rochester to make shoes by 
machinery. In 1901, Mr. Pidgeon 
opened a shoe store on Front Street 
which he conducted until 1925 at which 
time his son took over the business upon 
his father’s retirement. 

Mr. Pidgeon is survived by two sons, 
a daughter and three grandchildren. 
Burial was in Mount Hope Cemetery in 
Rochester. 





Useful Lining Color Chart 


PHILADELPHIA, PAA _ very useful 
chart, particularly to the style men in 
shoe factories has just been put out 
by the kid manufacturing firm of 
Mitchell & Peirson, Inc., of this city. 

This chart, which is intended to 
show correct colors for lining leathers, 
as used in conjunction with the offi- 
cially approved shoe colors accom- 
plishes its purpose in a way that can 
be readily understood. The colors of 
linings are designated in two ways in 
connection with a given shoe color, 
either to blend or contrast, and as 
the chart has been formulated in col- 
laboration with eminent stylists, and 
is correct, it will doubtless be of great 
benefit to the shoe industry. 


Shoe Stores Damaged by Fire 


SHARON, Pa.—A $1,000,000 fire here 
on April 20, the worst in the city’s 
history, caused damages to two shoe 
stores estimated at $50,000. Smith’s 
Shoe Store in the business district was 
totally ruined, destroying stock and 
fixtures estimated at $40,000. The en- 
tire store will have to be rebuilt. The 
Nobil Shoe Store suffered less seri- 
ous damage, the loss to the store esti- 
mated at $10,000. 








NOW 
There's money 


in COMFORT 
SHOES 


This catalog is our salesman. 
It spreads a line that brings 
in a steady flow of profits 
from repeat customers. 
Many order from it weekly. 
A postal will bring youa copy. 


No. 203 

White Kid; two strap; 
last; leather lined; i2/8 
heel; rubber top lifts é fe 


No. 693 


White Kid; tip oxford; 25 
last; leather lined; 12/8 
heel; rubber top lift; A to 
D $2.25 


WNUK). 
TOWLE 


COM PANY 


OIV. OF L.B.EVANS'SON CO. 
WAKEFIELD 


MASS. 














BOOT AND -SHOE RECORDER, May 2, 1936 








STEWART & POTTER COMPANY, BROOKLYN, NEW YORK 


STYLE — SERVICE — FIT 


are indispensable factors in Last Making. For 








over fifty years, Stewart and Potter Company 
have maintained an acknowledged leader- 


ship in this art. 


Leading Shoe Manufacturers and Retailers 
know that shoes made over these lasts are 


foot fitters and always properly styled. 


THE LAST WORD 


UNITED 


__UNITED LAST COMPANY—— 


———140 FEDERAL STREET, BOSTON, MASS. 


When writing advertisers please mention Boot and Shoe Recorder 
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REGIONAL JS SERVICE 
IN 


The individual and collective experience and 
facilities of these manufacturing units 


are constantly available to the Shoe Industry 


FITZ BROS. CO. EMPIRE LAST WORKS 
AUBURN, MAINE ROCHESTER, N. Y. 


T. W. GARDINER CO. KRENTLER BROS. CO. 
LYNN, MASS. ST. LOUIS, MO. 

UNITED LAST CO. KRENTLER BROS. CO. 
BROCKTON, MASS. MILWAUKEE, WIS. 

Stewart & PoTteRco, THE LAST WORD  ynitep tastco., tro. 


BROOKLYN, N. Y. U N | T EF D MONTREAL, P. Q. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 





When writing advertisers please mention Boot and Shoe Recorder 
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SALESMEN WANTED SALESMAN WANTED SHOE STORE WANTED 


SALESMEN WANTED 


Men’s manufacturer of branded line of high style shoes to retail $4.00 to $6.50— 
100 styles in stock. Salesmen must have following and work intensively in 
small territories on commission basis. 

The following territories are open: Eastern Pennsylvania, Ohio, Indiana, The 
Carolinas, Alabama, Georgia, Florida, Texas, and Rocky Mountain States. 
Address E746 care BOOT & SHOE RECORDER, 140 Federal St., Boston, Mass. 














By a successful young executive, 
a going retail shoe business 
doing $80,000 a year or more. 
Interested principally in an es- 
tablished store where the owner 
might want to retire and yet see 
his business and reputation con- 


























struction, as side line. Attractive straight 
commission. Apply at once. 


ROHN SHOE MFG. CO. 
512 W. Florida St., Milwaukee, Wis. 








Manufacturer of women’s high grade 
welts desires aggressive salesmen for 
East, Mid-West and Southern terri- 
tories. This line offers real oppor- 
tunity for smart salesmen. Address 
E-745, c/o Boot and Shoe Recorder, 
140 Federal St., Boston, Mass. 








ATTRACTIVE OPPORTUNITY 























LOTS, MAKE UP ONLY. STRICTLY COM. 


LARS AND REFERENCES. Address E-716, 
care Boot Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 


WANTED: Salesmen to carry line Infants’ 
Prewelts and Men’s Beach Sandals, com- 
mission basis. The Kepner Scott Shoe Co., 
Orwigsburg, Pa. 


ESTABLISH ED manufacturer producing stitch- 
downs infants’, children’s, growing girls’, 
men’s Romeos, and ventilated oxfords, has the 
following openings, Alabama, Mississippi, Illi- 
nois, Indiana, Kentucky, Kansas, Missouri, 
Nebraska, North and South Dakota, Colorado, 























tinue in a fine manner. Will buy 


BOOT & SHOE RECORDER, 
239 West 39th Street, New York, N. Y. 





















LINE WANTED 





five dollar retailers. 


ANTED: For Washington and Oregon men’s 
fast dress and work line. Three, four, and 
Commission basis. Real 
producer. References furnished. M. Lederman, 
700 16th Ave., Seattle, Wash. 








FOR SALE 





ULLY equipped Shoe Store. No Stock. Lo 















































SALESMEN: Two territories o (1) VIR- for cash complete business. All 
GINIA, WEST VIRGINIA, KENTUCKY; é tat - ‘ 
pao (2rGe MANUFACTURERS, STITCH: a 
Salesmen to carry short line of ladies’ Nu- ° confidential. 
Matic cushioned comfort shoes, welt con- OWNS, PREWELTS AND SHADOWELTS. 

SELLING VOLUME TRADE ONLY; CASE ites ti eo 








Salesmen wanted to sell chain stores, depart- and Eastern Iowa. Can be carried with one ,_cated in Jamaica, L. I. Selling Men's and ) 
ment stores and mail order houses ‘for large other non-conflicting line and is open only to Women’s ARCH PRESERVER SHOES, for 7 
in-stock juvenile shoe wholesale house. Must salesmen who are well set in their territory. 10 years. 3 to 5 years lease. Rental $75.00 Be 
have following and experience. Good proposi- Address E-739, care Boot & Shoe Recorder, 239 month. Terms. Apply Smith & Sons’ Bootery, Ae 
on for the right man. State age, reference West 39th Street, New York, N. Y. 8 West 37th Street, N. Y. Ne 
und experience. = 
Address E-741, care ESIRABLE a are open ins Seaione Sa 
BOOT & SHOE RECORDER salesmen. Applicants must give the name HANTS’ NE - 
239 West 39th Street, New York, N. Y. of the line now representing with replies. Ad- MERC Ss EDS a 
dress E-740, care Boot & Shoe Recorder, 239 ne 
West 39th Street, New York, N. Y. $4.00 pee 
. . es 
py meray with established trade, to handle Must have large following with chain and @ross Pouy Cup lik 
— line of men's and boys’ dress : department stores and do volume business. . py 
a ‘ire f felt children’s stitchdowns, com- Women’s low priced shoes, hard and soft sole for Price Tickets ae 
plete line of felts, tennis and rubber footwear slippers. All applications confidential; give all $2.25 ay 
out ot a Chicago in-stock department. _ Terri- details. New England States, Pennsylvania, HALF GROSS 
seston open: Southern Wisconsin, Michigan, Ohio, Northern New York, Southern States, —s 
owa, Indiana, Minnesota and Illinois (except Midwest, Denver to the West Coast. Commis- 
Chicago). Men now selling women’s line will sion basis. Address E-742, care Boot & Shoe Tilts at Any Angle 
also _ ey mers tn a Recorder, 239 West 39th Street, New York 
care Boo oe Recorder, . State St., J ane ; ; . . 
Chicago, Ill. , N_Y. M. D. Pollinger Co. = 
wt el Side — ye : Pwo a HOLLAND BLDG 
England’s outstanding line of Infants’ Flex- + 
F,STABLISHED SPAT MANUFACTURER ible stitchdowns, % sizes, to retail for $1.00. 8T. LOUIS Mo. 
~ has good territories open. Liberal commis- All territories open except New England States. 
sion to salesman with following among retail, Case lot proposition to volume trade only. Ad- 
renangpone y | sare a eee Durer. a dress E-743, care Boot & Shoe Recorder, 239 
ence and full details. ress E-735, care Boot West 39th § : ae es 
& Shoe Recorder, 239 West 39th Street, New A RR 5 NOW READY . . . CATALOGUE No. 32 
York, N. Y. me ger —— oh ane St <a Write for copy and details | 
e n sandals, cr 
f Pee soles. Also Tennis and Rubber footwear. Ter- WEAVCO INTERNATIONAL, INC. 
bye oo gy for Ra satay ag get a oar — igen bye —_ Carolina, Manufacturers 
sentation, commission basis, line of fine shoe Sout arolina, and Georgia. rawing ac- 
dressings made by nationally known concern. count and commission. References and full SHOW WINDOW DISPLAY EQUIPMENT 
Choice territories on Pacific Coast, Middle West details. Address E-747, care Boot & Shoe 14 Institat PI Chicago Ill 
and Metropolitan New York still open. 5134 Recorder, 239 West 39th Street, New York, @ Fiace, go ‘dl 
Lancaster Avenue, Philadelphia, Pa. oe oF 
The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
mum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. A 
When a box number is desired twelve words should be added for the address. In all other cases each word of the ia 
address should be counted. tr; 
The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. b> 
Classified advertising is payable in a 
iG Advertisements for this page must be in our New York office on Friday of the week preceding publication. “Seg 
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Foreeast of 


BUSINESS 
STOCKS 
BONDS 


The current Brookmire “Forecaster” re the 
outlook for business, stocks and bon 

This bulletin is written in a manner vai has a 
decided appeal to the busy executive or investor. 


Chain Store Efficiency 


records are made available 
to independent retailers in the 


Recorder’s Stock Record System 
(either in cards or book form) 


Complimentary copy upon request. 


BROOKMIRE 


Corporation Investment Counselors and 
Founded 1904 Administrative Economists 


551 Fifth Ave. New York, N. Y., E39 


Samples on Request 


MERCHANT’S SERVICE DEPT. 
209 So. State St., Chicago, III. 
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POSITION WANTED POSITION WANTED | MERCHANTS’ NEEDS 














You probably know this man. He has been actively engaged in the shoe 
industry for over 15 years. For 6 years he managed successfully one 
of the largest high grade shoe stores in the country. He was the shoe 
buyer and also divisional merchandise manager for a large metropolitan SHOWCARDS e PRICE TICKETS 
department store. As salesmanager he promoted successfully a_na- 

tionally known popular priced women’s arch support line and was later ° BACK GROUNDS : 
Vice-President in charge of merchandising of this large manufacturing SPECIALISTS IN CHAIN SHOE STORE WINDOW PROMOTION 
and jobbing company. Frome Piicesl 8 


He is familiar with all phases of shoe merchandising, styling, advertis- 111 Eighth Ave, N. C 
ing and sales promotion and management. , eS NOS rahe ns 90956 


He is available for a position where his experience and ability will offer 
an opportunity for a permanent connection. 
ADDRESS E730 CARE BOOT & SHOE RECORDER, 
239 WEST 39th STREET, NEW YORK, N. Y! 





























Gurnee. 32 geen of age, ye Barve 
sale buying, selling and office duties, otary 

Public, desires position wholesale house, chain FOR LEASE OR SALE H 

outfit or buying office. Address E-729, care Cc Oo n Vv e n | e n t T oO 
Boot & Shoe Recorder, 239 West 39th Street, 


. HOE FACTORY, Seli 
New York N.Y. SHOR, FACTORY, at Selinsgrove, Pa. Fim | Leather Center 


uildings, equipment, 


ANAGEMENT, buying or traveling sales- Sell or lease within thirty days. Labor and 
man position wanted by shoe man with 20 operating conditions good. ae ag! risk. Com- 
years’ experience in chain store or department munity cooperation. T. J. Purdy, Sunbury, Pa. 
store management, also traveling salesman. I Ideally situated 
am 40 years of age and married. Have a clean bs 
record and — give best of ar emg — in the Loop, the 
like to make connection with chain or retai BISMARCK HOTEL 
store or represent good line of shoes. Address . 
E-744, care Boot & Shoe Recorder, 209 South WANTED TO PURCHASE is just a few 
State St., Chicago, IIl. steps fromevery- 
thing of impor- 
ein Chicago. 
BUSINESS OPPORTUNITY CASH FOR BRANDED SHOES pete 


Men's, Women’s—Faetory or Retail (as 
Wanted: Red Cross, Florsheim, Arch Preserver, Served by a staff 


nna Jettick, ete., Nunn-Bush, B 8 
NEY min Wine < ° that anticipates 


MO , 
BARIS SHOE COMPANY, Inc. your every wish, 
IN FOOT CORRECTION! 79 READE STREET, NEW they guest rooms offer 


Telephones WORTH 2-5180, 5181 the ultimate in ex- 
cellent living...» 


Famed dance 

Buyers of Surplus Stocks pas igen 
rom anuaetrrs lobare we retaines “* *™* pst 
QUANTITY NO OBJECT shows cy 
KIRSCH-BLACHER CO., Ine. a tei 

106 Duane St. New York Walnut Reon 
Phone WOrth 2-5377 and 5378 ‘ 


A “‘Technopedic System of Foot Correction” WE BUY 
office or department will make money for you. Entire or Surplus Wholesale and Retail 


Many successful offices throughout the coun- Stocks. Also Branded Shoes such as 
try. Technoped machines, complete equip- Walk-Over, Florsheim, Enna-Jettick, Vital- 
ment, home study course and diplomas on com- ity, Arch Preserver, Queen Quality, Bos- 


pletion at low cost. Easy terms. Write. tonians, Stetson, Red Cross, Nunn Bush, Etc. H re) T E L 
TECHNOPEDIC INSTITUTE a eee 
J 
























































665 BROAD STREET NEWARK, N. 89 Reade St. Cor. Church RANDOLPH ATLA SALLE — 
Phone Barclay 7-7887 New York City < H I C A G oO 
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A Change of Mind 


Judkins’ mind was made up, quite. 

He was certain he was right. 

So to every friendly counsel he was 
blind. 

He went on a business trip, 

But he couldn’t take a tip, 

For he didn’t take along a change of 
mind. 


He had collars, suits, and socks, 

Studs, and buttons in a box, 

And a dozen little gadgets undefined. 

He had shirts, and scarfs, and spats, 

Handkerchiefs, and ties, and hats, 

But he hadn't brought along a change 
of mind. 


Wise men, so the sages say, 
Sometimes see things some new way, 
Though to former viewpoints they were 
once resigned. 
So, with flannels, shoes, and vest, 
When you journey, I suggest, 
When you pack, do not forget a change 
of mind. 
—Clarence Edwin Flynn 


Bootery Completes 
Air-Conditioning 


SPRINGFIELD, ILL.—The Bootery, one 
of Springfield’s finest shoe stores, has 
just completed improvements which 
mark it one of the most progressive 
footwear shops in central Illinois. With 
the installation of a new air-condition- 
ing plant, the Bootery is the only shoe 
store in central Illinois so equipped. A 
temperature of 70 to 80 degrees can 
be maintained in the store, regardless 
of the street temperature. The store 
has also been redecorated and rear- 
ranged. New neon lighting has been 
installed on the store front. 

The proprietors of the Bootery are 
John and Jim Prillaman. Located in 
the heart of the business district at 125 
South Fifth Street, the store serves 
men, women and children of Springfield 
and vicinity with such well-known lines 
as the Naturalizer shoes for women, 
Brown-Bilt shoes for men and women, 
Fortune shoes for men and Buster 
Brown shoes for children. Complete 
lines are carried in all price ranges 
making the store an ideal shop for foot- 
wear needs. 


U.S. Army Orders Lasts 


Boston, Mass.—Fifty-six thousand 
dollars worth of Munson lasts have 
been ordered by the United States 
Army, through the Boston Quarter- 
master Depot, to replace regular army 
stock used in the manufacture of shoes 
for the Civilian Conservation Corps. 
The order calls for 45,000 pairs of 
the hinge type and has been placed, 
as a result of competitive bidding, with 
Daetsch & Woodward, Inc., of Brook- 
lyn, N. Y. The price per pair is to 

$1.234, which was the lowest of 
several bids running as high as $1.30. 
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BOOTS AND SHOES 


BROWN SHOE COMPANY, St. Louis, Mo 
CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass.................0cccecececevees 62 
DUNN & McCARTHY, INC., Auburn, N. Y 
EDWARDS, J. & CO., Philadelphia, Pa 
ENDICOTT-JOHNSON CORP., Endicott, N. 
FLORSHEIM SHOE CO., Chicago, Ill 

GILBERT SHOE COMPANY, Thiensville, Wis 
GREEN SHOE MFG. CO., Boston, Mass 

GREGORY & READ CoO., Lynn, Mass 
HANNAHSONS SHOE CO., Haverhill, Mass 
HOGE-MONTGOMERY CO., Frankfort, Ky 
JARMAN SHOE COMPANY, Nashville, Tenn 
JOHNSON, STEPHENS & SHINKLE SHOE CO., St. 
KIRKENDALL BOOT CO., Omaha, Neb 
KRIPPENDORF-DITTMANN CO., Cincinnati, 
LUMBARD SHOE CO., Auburn, Me 

MANFIELD & SONS, Philadelphia, Pa 

MINOR, P. W., & SON, INC., Batavia, N. Y 

MRS. DAY’S IDEAL BABY SHOE CO., Danvers, Mass..............0ccccccceeeeeeees 68 
NAHM BROS. SHOW CO., Philadelphia, Pa 
OWENS SHOE CO., Salem, Mass 


p= 


ROBERTS, JOHNSON & RAND, St. Louis, Mo 

SCHWARTZ & HERDER, INC., Philadelphia, Pa 

THOMPSON BROS. SHOE CO., Brockton, Mass 

UNITED STATES RUBBER PRODUCTS, INC., New York City Front Cover 
VAUBHANM-FOWee CO., WAMOMBIG, Mae. occ. ccc ccccccccccccnscccjevccccscese 69 
WEISS, J., SHOE CO., New York City 

WRIGHT, E. T., & CO., INC., Rockland, Mass 


LEATHER AND OTHER MATERIALS 


ALLIED KID—Standard Div., Boston and New York 

COLONIAL TANNING CO., Boston, Mass 

EVANS, JOHN R., & CO., Camden, N. J 

HUBSCHMAN, E., & SONS, Philadelphia, Pa 2nd Cover 
JENKINS, GEORGE O., gs ON GUNN So a.s. vin aici dp a eibicls 00 Ran eS 59 
KISTLER LEATHER co., Boston, Mass 

LASTEX, New York City 

LIMA CORD SOLE & HEEL CO., Lima, Ohio 

NORTHWESTERN LEATHER CO. TRUST, Boston, Mass.............ccceecceeees 
SETON LEATHER CO., Newark, N. J 


HOSIERY 


SCHUYLKILL VALLEY MILLS, Spring City, Pa 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


COMPO SHOE MACHINERY CORP., Boston, Mass..............ccceccccceccecceecs 37 
DUNBAR & SONS, INCORPORATED, St. Louis, Mo 

EVERETT & BARRON CO., Providence, R. I 

FRANKLIN RESEARCH COMPANY, Philadelphia, Pa 

SHU-SNO PRODUCTS, INC., Portsmouth, O 

SPAULDING FIBRE CO., No. Rochester, N. 

UNITED LAST COMPANY, Boston, Mass 

UNITED SHOE MACHINERY CORP., Boston, Mass...............ccceccccccecces 


STORE EQUIPMENT AND FINDINGS 


GRAND RAPIDS STORE EQUIPMENT CO., Grand Rapids, 
HECHT FIXTURE CO., Chicago, Ill 


POLLINGER, M. D., CO., St. Louis, Mo 
SHOE FORM CO., Auburn, N. 

WEAVCO INTERNATIONAL, INC., Chicago, 
ZOURI STORE FRONTS, Niles, Mich 


MISCELLANEOUS 


AMERICAN WEEKLY, New York City 

BARIS SHOE COMPANY, New York City 

BISMARCK HOTEL, Chicago, lll 

BROOKMIRE, -New York City 

HOTEL PICCADILLY, New York City 

STL; ON BERD. 5 cic cep vee owen sceees n6yd ceddccgeevdsttieccede 60 
IRVIN RUBIN, New York City i 
KIRSCH-BLACHER CO., INC., New York City 

LEVINE BROS., New York City 

MARBRIDGE BUILDING, New York City 

TECHNOPEDIC INSTITUTE, Newark, N. .- 
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way ahead 


aie g white 


"sales runnin ; 
ane Look for bi 


of last year. 
season." 


Watch how often women come 
in and specify white kid shoes. 


They. who best know beauty, have 

E=Xob oe¥-Xo Md ob cohthog oM-b 4 0l-Sat-bKel-Me etoh''4 

classic, versatile and actually in- 

dispensable the all-white kid shoe is. 

White kid footwear is the spirit of the 

summer season and its popularity in- 
creases annually. 


PELE WECP RSE WECPRS 


WHITE LEVOR WASHABLE KIDSKIN 





ra 
nge of Patterns 


"Tremendous business 
in whites expected." 


Watch your white kid stocks. 
Youll have style shortages before 
hot weather arrives, unless you re- 
order early and fill-in frequently. 


Remember that the real peak demand 

for white kid shoes is still a long way 

off and you will sell plenty before the 
rush actually begins. Therefore keep your 
stocks ready for business. 





GLOVERSVILLE NEW YORK 
























5024 






5024—Women’s white duck. 
sanded crepe sole. Sizes 3048 





6006M—Men's white duck. Sizes 
B/IS wccccccccccccccecceese $0.74 


6006—Same in Boys’. Sizes 24/6 
$0.68 


6008M—Black as above. 


6009M—Brown as above. 
“Ne 5018M 
5018M—Men’s black athletic, 
. $1.25 


sanded crepe sole. Sizes 6/12 
5018—Same in Boys’. Sizes sei8 


~ 
“Sip an 6015M—Men's black duck, extra 
ioe $0.83 


oN heavy SOS .......eeeeeeee 
O | 
O 










1 i ’, Sizes 2%/6 
6015—Same in Boys sets 


'@) | sete eeeereeeeessereeee $0.77 
6012M—White as above. 


6013M—Brown as above. 


\ 6014M—Black as above with lam- 
pee inated sole. 
é 


/ 
N 


. (é 


— 










E-J Tennis Shoes 


Featuring 


STANDON 
GenuineLeatherInsoles 





















HERE are unlimited summertime uses for 
Endicott-Johnson Tennis Shoes—and the 


wise retailer will feature them now and get S020M—Men's white duck, white  9022M-—Black us above 
Weeeveageres ay pal 8 Sun Tan, Tan sole. 
5020—Same in Boys izes GD BUD hed vadccescece $0.57 
in rid for a goodly slice of the season's ees . a veer _ in Misses’. aoe 
profits acca ge ea eli 
s020%4—Sune in Little Men’s. 6/1044 i eens alien tase $0 


P ia e PE OEE 65 0 tlk cece wnndes $0.46 - 
Promote them for tennis, sailing, badminton, p~ Sagwielegaagnia Ses ’ 


beach wear, camping or just plain puttering 
around—they'll fill the needs of every active 
man, woman and child in your locality. 


And stress, too, the fact that Endicott-Johnson 
Tennis Shoes feature Standon Genuine 
Leather Insoles, which keep feet cool and 
comfortable and hold the shoe in shape,-be- 
cause they dont curl or crease. 


In-Stock for Immediate Delivery. 


IN-STOCK 






6020M—Men’s white duck, imita- 
tion knurled crepe sole. Sizes Pg 









6020%—Same in Youths. Sines ar * oe 
set 
6020—Same in Boys’. Sizes 2%4/6 i.e 2 ee 


5028—Same in Bal pattern. Sizes 
2144/8 $0.64 





bo, a in Little Men’s. 
SHBG STS cc cccvcscccccece $0.49 














6603 M— s Brown duck, black 
diamond = Sizes 6/12....$0.66 


6003—Same in Boys’. Sizes 2144/6 
$0.60 













6003'/—Same in Youths’. Sizes 
a  seecoséaveccecsccesoss $0.54 
Sines DE Swesdeescvcunses $0. ‘ 


pgp in White. Sizes 
OPE ci eccrdedcsctetcodasee $0.66 


6002M—Same in Black. Sizes 6/12 
$0.66 










6004M—Same in Neutral. Sizes 
6/12 $0.66 





Let the 
speed your sport sh 


Windermere—The shoe every tennis player 
wants. ‘‘Official’’ last, loose lined, ventilating 
eyelets in shank, sanded crepe sole, perfected non- 
absorbent insole, sponge cushion heel and arch. 


f 


TA 


Wty 


Locker Sandal—A fast selling specialty for locker 
room, shower, or beach. Non-slip outsole, mold- 
ed arch. The thick ‘‘germ-sealed,’’ sponge rubber 
sole is a real comfort sensation. 


Fairplay—A sturdily constructed shoe with a 
barred sole design that makes it a favorite for 
Soft Ball, Field Hockey, etc. The Sta-Klee:. 
sponge insole is comfortable and non-absorbent. 
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famous Red Ball 


All the indicators point toward 
better sales for better Sport Shoes 
for the Summer of 1936 To get 
your full share of this more profit- 
able business you need shoes with 
special features of design and con- 
struction that create desire and 
build value in the minds of your 
customers, and you need a depend- 
able, well-known, advertised, trade- 
marked quality. BALL-BAND has 
all of these profit and sales build- 
ing features for you. The Red 
Ball is one of the best advertised, 
and one of the most favorably 
known footwear trade-marks. 


As a start toward placing yourself 
in the way of more profitable Sport 


Shoe sales write for complete in- 


formation about this better line. 


MISHAWAKA RUBBER & 
WOOLEN MFG. CO. 
280 Water St. 
Mishawaka, Indiana 


1936 


oe sales 


Commodore—An unusually attractive oxford. All 
white with a smart brown edging on the foxing. 
Crepe sole with beveled heel. Sta-Kleen insole. 
Made over narrow, custom-like last. 


Water Sandal—For women. Stays on for swim- 
ming or diving. Thick, comfortable ‘‘germ-sealed’’ 
— rubber sole. Not ‘‘just another bathing 
shoe’’ but a really smart and practical specialty. 


ye 
‘? 


Cosmo—Good-looking, well-made, serviceable shoe 
that can be retailed at a popular price. Imitation 
leather trim, comfort style toe — ribbed binding 
strip; choice of four popular color combinations. 


When writing advertisers please mention Boot and Shoe Recorder 





* FIRST @ SHOE IDEA": 


MANIKIN MODEL SHOES 
... hacked hy a Spectacular 
Mewspaper Campaign Over four Mame { 


A superb new line of shoes with a sales appeal of unprecedented glamour and 
human interest—that's the winning combination that is skyrocketing Stylizer 
Manikin Model Shoes to success throughout America. Shoes deliberately 
designed to meet the exacting style and comfort requirements of those gorgeous 
creatures who display the latest and smartest to America's best dressed women 
—that's your story, and do women love it! Best of all, the Stylizer QUICK- 
PROFIT plan is something dealers can get excited about. Here it is— 


| : & * Newspaper Advertising In Your Glamorous New Advertising 
 } Town—Over Your Name! Appeals! 

Pe Y Valuable Features: Vibra-Sorbers 

4 * 407% Mark Up! and Arch Cradle. 


aM Stock Department — Prompt Quality That Assures Repeat 
Service! Business! 





I‘M FOR YOUR 
LOCAL 
NPLAN....| CRADLE a 
7 \T HELPS ME 7 
IN MY TOWN 
HEELS 


FROM 
2/g To '7/g 














LOCAL NEWSPAPER ADS LIKE THESE SELL YOUR CUSTOMERS 33> 


The glamorous, romantic Stylizer story is told to your customers through local news- 
papers of YOUR choice, over YOUR name. Once you have seen these unusual ads, 
you will realize why women everywhere flock to the store that features this sensational 
new shoe—the only shoe combining Manikin Style with Arch Cradle*and Vibra-Sorber Comfort. 


Counc, 108 PROTECTED FRANCHISE—WRITE OR WIRE 


Stix-Altman-Weiner Inc. 
Unhampered by tradition, previous policies, or worn-out customs, the new Stylizer pro- 
gram offers you everything you have always wanted in an exclusively franchised line. The 
plan is new, the styles are new—the advertising appeal is new. No wonder dealers 
are greeting this ‘First New Shoe Idea In Years” with sincere enthusiasm. A Stylizer 
representative will be glad to tell you the whole story. No obligation—just write or wire— 


lines STIX-ALTMAN-WEIN 


Ce in Oe De Oe ©) 
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BOSTON’S 17th ANNUAL and OFFICIAL 
SHOE SHOW 


LET’S GO! 


BOSTON INVITES YOU TO 
l7th ANNUAL 


NATIONAL SHOE FAIR 


HOTEL STATLER AND COPLEY PLAZA HOTEL 


JUNE &8-9-10 


The Only National Summer Show Held Under Auspices 
of an Official Trade Organization 


Endorsed and Accepted by Hundreds of Manufacturers—Exhibits 
of all Grades — Showing Newest Styles for Fall and Winter 





Firms Representing all Shoe Centres from St. Louis East Will Display Their 
New Lines—An All Industry Show. The Only Official Show Sponsored, Backed 
and Managed by Committee of Manufacturers Acting for Entire Trade. 


All Buyers, Retailers, Chains, Department Stores and Wholesalers Assure an 
Outstanding Success. A Gala Week Including Special Golf Tournament for 
Buyers as Guests of the Boston Boot and Shoe Club. 


THE RIGHT TIME THE RIGHT PLACE 


To Buyers: Write Now for Room Reservations! 
To Manufacturers: Arrange NOW for Display Rooms! 


Write 


THE BOSTON SHOE FAIR 


166 Essex Street Boston, Mass. 








BOSTON’S I¢th ANNUAL and OFFICIAL 
SHOE SHOW 


When writing advertisers please mention Boot and Shoe Recorder 
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COLONIAL 


ANDREW GELLER makes magnificent use of 
Colonial Patent in this beautiful open-front pump. 


Authentic colors, too, that are being used on most of the best shoes. 
Colonial was the first to perfect a full range of colors in patent 
leather. Leading stylists and manufacturers are now showing a 
decided preference for their fine colors. At the present time colors 
are particularly important. Sno-White, too, the only white patent 
leather in its second year of successful use, is another favorite. 
Like all the other colors, it wears longer, keeps its finish longer, and 
is the easiest to work of all patent leathers. Wire, phone, or write 
for sample color swatches. Colonial Tanning Co., Boston, Mass. 


FOR THE BEST PATENT LEATHER SHOES 


When writing advertisers please mention Boot and Shoe Recorder 
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THE SAXON, S-631; genuine buck with brown calf trim 


To Men Wuio Can’t SELL FINE SHOES 


There are shoe businesses who are not selling fine footwear—not, we feel sure, 


because they can’t, but because they think they can’t—their mental attitudes are 
the chief resistances to additional volume and profits. To this group we suggest 
that quality shoes are selling daily in increasing numbers, that there is and has 
been for months a distinct trend to better merchandise and that it is easier to 
grade up a customer now than it has been for years. And, even more important, 
from the standpoint of building a permanent business—a good shoe will give 
greater and more lasting satisfaction to the customer. One of our representatives 
would be glad to discuss this matter with any interested retailer who is in a com- 


munity in which there is no Florsheim dealer—you will find such a meeting to 


our mutual advantage. 


TO RETAIL AT 8875 AND $] 0 


THE FLORSHEIM SHOE 


THE FLORSHEIM SHOE COMPANY ee Manufacturers e CHICAG® 


When writing advertisers please mention Boot and Shoe Recorder 








